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CONVENTIONS + EXPOSITIONS + TRADE SHOWS WITH NEW IDEAS 


See 
TOO MANY MEETINGS 
ARE A WASTE OF TIME! 
Page 18 


A BILL BROTHERS PUBLICATION 


Fhere’s no incentive like travel. For vour next TRAVEL AWARDS PLAN MANAGER 
Irans World Aurlin Dept. SM 


contest Choose one of the many fascinating spots . 
380 Madison Aven New 


tlong the routes of the TWA Skyliners Los 
Angeles, Las Vegas, New York. Or try the magic 


Please send me co 
1¢ rarding I\\ \ Tra ‘ 
Found hoot a trip abroad, to Italy, to Lreland or to 


AM 


iy ob twenty-one mayor foreign centers serve dl 


by PWA. Our « xperts are old hands in preparing 


Pravel Award) Programs. They will help you 


Feccmnche aac unpaign and merchandise itevery inch 
of the wav. TWA will handle all the details of 
reservations, itineraries, sid trips... give vou a 


complet package 


TRAVEL AWARDS PLAN 


for QUALITY production of the nation’s large trade shows 


: | at ) 
| we HAVE WORLDS OsecnLors. 


Next on our calendar: 


; — ; Chicagoland Fair 
Cinderella's fairy godmother waved a magic June 28 - July 14th 


wand to create a transformation. Since magic 
wands are too hard to come by these days, we 
use colorful fabrics, tastefully and imaginatively Airpower Panorama 


to create the settings for successful trade shows. July 21 - August 3rd 
Washington, D. C. 


Chicago, Illinois 


ANDREWS, BARTLETT and ASSOCIATES, Inc. 
Exposition on Managemer 
Exhibit Backgrounds ® Floor Covering Chrome Furniture Rental 
1849 W. 24 St. Cleveland 13, Ohio TOwer 1-6045 
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Why not this 


paradise isle 


for your 


Convention? 


from distracting big-« ity 

Plan your next con 

Grand Bahama Club! 

na Club on a serene 

tropic isle is just 65 miles east of 
Palm Beach (a few minutes by 
daily scheduled flights from Miami 
ind West Palm Beach), yet is an 
intriguing foreign world with love- 
ly beaches, erystal-clear sea, and 
the world’s finest big-game fishing 
Grand Bahama Club offers com- 
plete convention facilities for 300 
Naturally, this includes auditor 
iums, meeting rooms, offices, and 
PA tem After hours, Grand 
fahama offers all resort activities 


including giant pool 


No pa port needed, no red tape. 


And rates are unbelievably low. 


For complete information 
write, wire, or phone 


GRAND BAHAMA CLUB 
Metropolitan Bank Bldg. 


117 NE. 1st Avenue + Miami, Florida 
Phone: FRanklin 9-1832 
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HIGHLIGHTS 


SACRED COW HAS RUN LOOSE LONG ENOUGH 


‘There is nothing sacred about a company’s meeting schedule. 
But the way a strict schedule of conferences is cherished, you 
might think so. It is a great waste of talent to call some meet 
Ings. executives must reappraise their motives in calling 
conterences, “We've always held a conference every Monday 
afternoon” is not a good enough excuse for a meeting. For 
a fast mental survey of conditions in your company, ask your 
elf how many conferences you have attended lately which 
were a waste of time tor you, 


NEW IDEAS DON'T TAKE MUCH CASH 


New ideas for stimulating interest in a meeting are not 
synonomous with heavy expense. A Canadian firm applies a 
little imagination to its sales meetings and finds ideas can be 
put to work at comparatively little cost. Results of meetings 
indicate a little extra excitement gives necessary jolt to sales 


force, 


EXHIBITORS STILL MISSING OUT 


There is additional evidence that exhibiting companies miss 
sales because their booth personnel are not qualified. Survey 
at technical show reveals that one out of 10 visitors did not 
get the product information he sought because those who 
manned booths didn’t know the answers. 


LET'S HEAR FROM THE LITTLE WOMAN 


Current trend is to include executives’ and salesmen s wives 
on the “team.’’ Many job applicants must now bring their 
wives along to be interviewed. ‘Taking this just one step 
forward, Electrolux Corp. has created a convention for wives. 
Because company manufactures a product used by women, it 
makes sense to get their ideas as consumers and as vested 
interests in the company’s Success. 
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Put Visitor Benefits into "Open House" 


Registration 


Electronics Lick Registration Problem for Road Show 


Show Research 


| our of 10 Show Visitors Don't Get Product Facts 


Speakers 


How Bankers Become Good Speakers 


Training Sessions 


What Westinghouse Has Learned About Training Sessions 


Wives’ Convention 


Now It's a Convention for Wives 


CONTENTS 


42 


64 


60 


36 


97 


~ 


95 


54 


93 


18 


74 


90 


24 


83 


21 


48 


40 


28 


70 


YOUR SALES MEETINGS 


.»+ North or South 
with 


NORTHEAST 


You'll add spice to conventions 
on Northeast's all-season resort 
route of the Atlantic Coast. For 
whatever season you choose, you 
can pick your weather, recreation 


facilities, surroundings, and get 
there quickly, economically, in 
perfect comfort on Northeast 
Airlines. 


Winter sun in Florida, summer fun 
in New England... whenever and 
wherever you choose on the East 
Coast, from Montreal to Miami... 
you'll help make your meeting a 
success by flying Northeast. 


Sales incentive programs, 
too, lend themselves to the 
areas serviced by Northeast. 
For full details write or wire. 


NORTHEAST 


AIRLINES 


Logan International Airport 


East Boston, Massachusetts 


‘CrOss 
country 


CALL YOUR ALLIED MOVER 
... hes the No.| Specialist 


Ask your Allied Mover for a copy of “Before You Move.” 


See 
the yellow pages of your phone book, or write Allied Van Lines, 


Inc., Broadview, Illinois 


ALLIED VAN LINES WORLD'S LARGEST LONG-DISTANCE MOVERS 


! 


MAGAZINE 


EXECUTIVE OFFICES, 1212 Chestnut St. 
Philadelphia 7, Pa. WaAlnut 3-1788 
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Robert Letwin 
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Philip Harrison 
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Randy Brown, Jr. 


DIVISION SALES MANAGERS 


Philadelphia—Pau! Lightman, 1212 Chest 
nut St., Philadelphia 7, Pa., WAlnut 3-1788. 


New York—Elliot Hague, Randy Brown, Jr., 
386 Fourth Ave., New York 16 N. Y., 
LExington 2-1760. 


Chicago—Thomas S. Turner, 333 N. Michi- 
gan Ave., Chicago |, Ill., STate 2-1266. 


Pacific Coast-—Warwick S, Carpenter, 15 
East de la Guerra, Santa Barbara, Calif., 
WoOodland 2-3612. 


Bill Brothers Publications in MARKET- 
ING: Sales Management, Sales Meetings, 
Tide, Premium Practice, IN- 
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Plastics Technology. MER- 
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Grocer-Graphic, Tires and Yankee Grocer. 
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Copyright 1957, Sales Management, Inc. 
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Raymond Bill 


Raymond Bill, president and board chairman, Bill Brothers 
Publishing Corp., passed away peacefully in his sleep Thurs- 
day morning, June 13, at his Greenwich, Conn., home. There 
had been no previous illness. He was in his 61st year. 


Among the publications and organizations which he headed 
were Fast Food, Floor Covering Profits, Grocer-Graphic, 
Plastics Technology, Premium Practice, Rubber World, Sales 
Management, Sales Meetings, Tide, Tires-TBA Merchan- 
dising, Market Brewster 
Handicrafts, Inc. 


Yankee Grocer, Statistics, Inc., 


After graduation from the University of Wisconsin in 
1916, he joined the publishing firm founded by his father, 
Edward L. Bill before the turn of the 


Colonel century. 


Under his leadership the organization has become one of 
the larger and more 
magazines. 


successful publishers of business 


At the time of his passing he was vice-chairman, National 
Business Publications, Inc., chairman, Promotion 
Executives Assn., a director of Magazine Publishers Assn., 


Sales 


and an officer and director of several other publishing com- 
panies. 


Thirties he sensed the need for both 
local clubs and a national association of sales executives, 
and was the prime organizer and first president of National 
Sales Executives, Inc., now a leading national and inter- 
national association with 28,000 members and 211 affiliated 
clubs. In more recent years he helped sales promotion execu- 
tives to form a similar national body, with affiliated local 


clubs. 


Back in the early 


In World War One he enlisted in the U. S. Navy, and in 
subsequent years served the government in many capacities, 
such as acting as a first chairman and current head of the 
Advisory committee, National Distribution Council, Depart- 


ment of Commerce. He was a former president, National 


1967 


Conference of Business Paper Editors, former board chair- 
man, Bolde & Horst Co., for many years a director of RKO 


Pictures and a suburban bank. His was a rich, active life 


A striking facet of his personal and his business philosophy 
was well summed up in these excerpts from an off-the-cuff 
Brothers in an 


talk he made before the associates of Bill 


April meeting at the Hotel Vanderbilt, New York 


“Ours is and always will be primarily a business of 


people. the homely 


including fear of God, long-term loyalty, personal strength 


Ours is a business where virtues 
to control human weakness and defeat temptation, count 
most. 

“All this adds up to good character 
out of which is 
and the 


gospel of all religions 


good all-around 
hind of 
of fellow man, which is the 


character born the gracious 


friendliness love 

In other words, what goes best for 
the indivdual also goes best for the company and 
If we all, from top to bottom proceed in this 
spirit and with this conviction, our 
bright—and happy.” 


vice 
versa, 


future surely will be 


In a very real sense he was an outstanding pioneer in 
raising the sights and setting ever-higher standards in busi- 
ness paper publishing, and his contributions went far beyond 


the Bill Brothers Publishing Corp 


Even more important perhaps than these efforts to increase 
Ray Bill's 


youthful, dissatisfaction with the present 


the stature of 


publishing was ceaseless 


even 
His inquiring mind 
was ever receptive to ideas, new 


new ways of doing old 


things, to experiment, to daring projects and daring thinking 


Mr. Bill is survived by his widow, Mrs. Raymond Bill, of 
Mrs. Randolph Brown, of 
Mrs. Robert Neely, of New 


John Hartman, of New Canaan, Conn.; 


Conn.; his 
Lyme, Conn.; his daughters 
York City, and Mrs 


and two grandchildren 


Greenwich, sister, 


Lee Martin Bill Hartman and Ray- 


mond Bill Hartman 
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® : New swimming pool Skeet shooting range 
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FRENCH LICK- 


tion hall for 1,000 people Easy to reach 


SHERATON HOTEL Flowing mineral springs and bath 
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now open all year ‘round 


CONVENTION 


PLANNERS’ 
PARADISE... 


«_, Indiana’s fabulous 


FRENCH LICK-SHERATON HOTEL 


A year ago Sheraton announced the reopeni j 


Hotel—a completely rebuilt, redesigned, redecorated, air-« 


300kings have been pouring in ever since The French Lick-Sheraton has become the 


most popular convention headquarters. As a result 


No matter what month you choose 


time 


, 


and the best-run convention ever 


you ar d y 


ur delegates 


For the French Lick-Sheraton was 


A staff of professionals will handle your arrangements. And a 


sortment of things to do and convention facilities ever a 


Make your bookings early. For information, writ 


Manager, French Lick-Sheraton Hotel, French Lick, Indiana 
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CHATEAU LAURIER —550 Rooms 
Ottawa, Ontario... 
One of the world's finest 


hotels, located in the heart 


of Canada's capital. 


GO OO 


YOUR CONVENTION HOST 


Make your next convention the most successful ever. 
Select one of Canadian NATIONAL Railways “Hotels 
of Distinction” and enjoy unsurpassed convention 
facilities and recreational attractions, plus, of course, 


the very finest in service and accommodations, 


TRAVEL SERVICE: Canadian NATIONAL Railways 
passenger offices located in principal cities of the 
United States and Canada will save delegates time and 
trouble by completing all travel arrangements. We'll 
also plan interesting pre-convention or post-conven- 


tion Maple Leaf ‘Package’ Tours. 


CONVENTION PLANNING SERVICE: Canadian 
NATIONAL’s Convention Bureau has the knowledge, 
experience and facilities to assist in planning a thor- 
oughly successful convention. Use these advantages to 
the benefit of your organization—Contact:—A. P. Lait, 
Manager Convention Bureau, Canadian NATIONAL 


Railways, Montreal, Quebec, Canada. 


foYo) 
FROM COAST TO COAST... 


OO 


JASPER PARK LODGE 


summer season. Showplace of the Canadian Rockies. Unexcelled convention, sport and 


550 guests—Jasper National Park, Alberta Open during 


recreational facilities 


THE QUEEN ELIZABETH — 1216 rooms—Montreal, Quebec...to open early in 1958 
A magnificent, fully air-conditioned Canadian National Railways Hote! operated in 
association with Hilton of Canada Limited 

HOTEL VANCOUVER —560 rooms—Vancovuver, British Columbia Canada's West 
Coast Metropolis and convention headquarters. Under joint management of Canadian 


National Railways and Canadian Pacific Railway Company 


THE MACDONALD —480 rooms—Edmonton, Alberta A sparkling new 15-ctorey 
wing. Expanded convention facilities 


THE FORT GARRY —265 rooms— Winnipeg, Manitoba In the “Chicago of Canada 
and splendidly equipped to handle all business and social functions 


THE BESSBOROUGH—260 rooms—Saskatoon, Saskatchewan... especially designed 
and equipped for all convention requirements 


THE NOVA SCOTIAN—150 rooms—Halifax, Nova Scotia Overlooking historic 


Halifax harbour, this modern hotel ranks among Conada’s best 


THE CHARLOTTETOWN—110 rooms—Charlottetown Prince Edward Island the 


Garden Province” of Canada. Famed secfood cuisine 


NEWFOUNDLAND HOTEL — 140 room:—St. John's, Newfoundland .. Centrally located 
n the capital city of the Province of Newfoundland 


(CANADIAN 
NATIONAL 
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LETTER S TO THE EDITORS 


Why Not an Award for Exposition Industry? 


recognition for merit 
Eprror, SALES MEETINGS: 

‘The movies have their Oscar, tele 
vision the Emmy, the theater its 
Tony. Why can’t our form of show 
have a similar recognition? I would 
suggest again as I have many times 
before that we of this industry es- 
tablish a system of awards for out- 
standing trade shows and expositions. 

For example, I think recognition 
should be given to the recent World 
‘Trade Fair, at the New York Coli- 
seum and to Charles Snitow, its pro- 
ducer. While the idea has _ been 
envisioned before by a hundred pro- 
ducers, it took a lot of ability, imagi- 
nation and the willingness to gamble 
to bring it to a successful fruition. 

By honoring those who develop 
new ideas and methods, we give sub- 
stance and prestige to our business. 
‘The fair was an example of good 
showmanship and promotion and 
helps to raise our standards. 

William S. Orkin 
Orkin Expositions Management 


New York 36, N. Y. 


reciprocates with report 
Eprror, SALES MEETINGS: 

The invitation from the editors of 
SALES MEETINGS to prepare this re- 
port, (‘Electronics Lick Registration 
Problem for Road Show,” page 21) 
was most welcome. Perhaps some 
aspects of this system might prove sug- 
gestive and helpful to others and re- 
ciprocate in a small way for the useful 
information gleaned from the pages 
of this progressive and informative 
publication over a period of years. 

Norman T. Almquist 
Adrninistrative Services Manager 
American Road Builders’ Assn. 
Washington, D. C. 


set down succinctly 
Eprror, SALES MEETINGS: 

Congratulation on the fine article 
in the May 3 edition of Sates MEeEt- 
iNGcs, “What’s Wrong with Com 
mittees ?” 

I would like very much to know 
if reprints will be available and how 
much they will cost. 

Professor Wiksell is to be com 
mended for setting the problem down 
so succinctly. 

Hal Kramer 
Executive Assistant 
Hamilton Area Chamber 

of Commerce 
Hamilton, Ohio. 

& Reprints available at 15 cents each. 
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cockeyed budgets 
Epiror, SALES MEERTINGs: 

Too many of today’s executive se 
retaries and chairmen 
seem to have lost sight of the primary 
objectives of their conventions. Mem 
bers of boards of directors, who in 
the final analysis are responsible for 
the convention budget, are also far 
from blameless in this regard. 

While it is true that there are some 
meetings the primary 
which are social, by far the majority 
of meetings are convened for the pur 


convention 


purposes ot 


pose of transacting the necessary busi 
ness of the organization. But, and 
it’s a big BUT, one would never 
guess this to be true from the propo: 
tion of the convention budget which 
is allocated to items directly connected 
with the transaction of this important 
business. 

In a recent conversation with the 
executive secretary of a national as 
sociation with a convention budget 
of $60,000, his reaction to an estimate 
of $400 for a verbatim transcript of 
proceedings was that he doubted that 
his board of directors would approve 
this item. He planned to use a tape 
recorder and hoped that his secretary 
could transcribe enough of the pro 
ceedings for him to be able to make 
up the minutes. His preliminary 
budget allocated $7,500 for the con 
vention banquet. 

International organizations meet 
ing in Washington, D. C., go all out 
to assure their delegates an enjoyable 
stay during their meetings, but they 
do not seem to have lost sight of the 
objectives of their meetings. As an 
example, and in contrast to the na 
tional organization mentioned above, 
let’s look at the recent meeting .of the 
International Hotel Association 
which consisted of delegates from 47 
different countries. Naturally, this 
organization put on a lavish display 
of hospitality to the visiting foreign 
hotelmen, but much time, attention 
and work was devoted to making sure 
that the business of the meeting would 
be conducted efficiently and properly. 

What services did this meeting re 
quire, and, of course, how much did 
they cost? Here is a list of the major 
services required: pre-convention du 
plicating and secretarial service ; com 
pilation, duplication and distribution 
of a roster of registrants in both 
French and English (1,200 copies of 
38 pages) ; reporting of the proceed 

both French and English: 
(Continued on page 101) 
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with 4 quick movements 
sets up your 


DA-LITE’ 


screen in just 6 seconds! 
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HOLD — Hold top of e« PUSH BUTTON 
tension tube with ne touch of the thumb 
hond fension tube pops 
tripod legs glide 


position and lock 


LEVEL SCREEN CASE 


Swing sreen case to 


POSITION SCREEN 


Raine fabric Hook screen 


horizontal Levels easily hanger bail on goose 


holds filem neck Raise extension 
tube to height wented 


Get the most educational value from your 
slides and movies by showing them on 
DA-LITE SCREENS, Da-Lite’s exclusive 
White Magic glass-beaded surface makes 
pictures sparkle with life 

Heavy duty fabric, with special adhe 
sive, means long years of use with un 
blemished projection surface, Flame-re 
sistant for safety mildew-resistant to 
prevent discoloration in even the most 
humid climates. Sturdy tripod construc 


tion for stability 


DA-LITE 


SCREEN CO., INC. 
2711-23 N. Pulaski Road, Chicago 39, Ul. 


A whole new world 
for your 


convention 


ALL THIS 1S VOURS... 
FOR A PERFECT CONVENTION! 


© 14 meeting rooms or combinations 
to seat any size meeting from 24 to 1600! 
Monitored air-conditioning 
Modern lighting and sound equipment 


Outstanding cuisine 

served from an ultra-modern kitchen, 
strategically placed to serve every 
banquet with maximum expediency 


Underground parking garage 
Yacht anchorage on protecied Indian Creek 


30,000 square feet of drive-in MONA LISA ROOM — this beautiful room comfortably accommodates 
exhibit space at reasonable rates 


ALL THIS — PLUS: 


Olympic pool and private ocean beach 


Over a hundred luxury cabanas 
with individual bathrooms 


Magnificent covered outdoor pavilion for 
dining and dancing, outdoor meetings 


Three delightfully different 

dining rooms to suit your every mood 
Informal gaiety and dancing in 
Harry's American Bar — Garden Café 


Fabulous entertainment nightly POMPEIAN ROOM — Accommodating banquets of 1200 and business sessions of 1600 
in the unparalleled Café Pompelt people. Four tiers assure all in attendance perfect view of the speaker's table 


ROBERT H. WHALEN, Director of Sales 


SEND NOW FOR COMPLETE 
CONVENTION BROCHURE 


biueprinting complete plans and deta 


30,000 square feet of DRIVE-IN EXHIBIT SPACE at reasonable sates. This area 
does not alter the availability of any of the 14 Major Meeting Rooms 


New York: Circle 7-6940* Chicago: MOhawk 4-5100 © Cleveland: PRospect 1-7827 + Washington: District 7-734e 


CCEANFRONT, 45th to 47th STREETS, MIAM! BEACH, FLORIDA 


»ALES MEETINGS 


Facilities Roundup 


New Facilities Being 
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Built for Conventions 
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FORT LAUDERDALE 
New Galt Ocean Mile Hote! wi 


ypen December |, announces Regi 
nald G. Nefzger, president and ger 
eral manager. Completely air-cond 
tioned, hotel will have 250 rooms and 
baths, plu meeting and banquet 
rooms for 800. Olymr ic-size swin 
ming pox | private beac h and nearby 


18-hole golf course are include 


ST. AUGUSTINE, FLA. 
Construction of new Ponce de Le 

Golf and Motor Lodae is und 

ays William R. Kenan, Jr., 

f Florida East Coast 

Main building 


with 


' 


' io ¢ 
ace, pilus air 
ktail | ur qe. 

tain 60 que tr 


ver nearby gol urse Re re 
ilities will include temperature 

trolled wimming pool, putting 
green, shuffleboard courts, 
tenni ce urt ane 


Oper ing j 


MIAMI BEACH 

Construction of the 
Miami Beach Exhibition 

with completion { 
ober, 1958. New building, pri 

marily for exhibitions, will be used 
for entertainment during the winter 
months. More than half of the 200 
000 sq. ft. of exhibit space will be ; 
2 single, uninterrupted area 
mainder in adjacent rooms. 
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PROFITS FROM 


MOVING 


. gets his men to their new 
territories on schedule. There’ 


little time lost from the job. 


...doesn’t have to bother 
with checking, scheduling, 
tracing shipments. United 
Pre-Plans all the details, 
follows through all the way. 


Families relocating are pressed 
for time. And Pre-Planned 
Moving relieves them of 
pressure, strain, worry. United 
Master Movers take over 
completely .. . ‘‘settle the 


’ 


family down”’ at destination. 


e 
go saler 40 sanitized go United 


— 
United VAN LINES, INC. 


UNITED VAN LINES (CANADA) LTD. 


A NEW KIND OF 


DISPLAY 


AND 


EXHIBIT 


MOVING SERVICE 


BY AERO MAYFLOWER 


The Aero Mayflower Transit 

Company, “America’s Finest’”’ house- 

hold goods moving organization, 

now Offers you a new kind of “‘custom- 

tailored” Display and Exhibit Mov- 

ing Service. Mayflower display and 

exhibit moving experts will work 

with you from the moment you begin building your display. 
lo assure prompt, safe delivery, Mayflower will help you set up 
your schedule move the display or exhibit anywhere in the 
nation . store it, if necessary. This new service is complete 
in every respect, including Mayflower’s own Comprehensive 
Protection Plan. Call your local Mayflower agent today and 
ask him to send you the folder pictured above on this kind of 


Display and Exhibit Moving Service by Aero Mayflower. 


AERO MAYFLOWER TRANSIT COMPANY, INC. INDIANAPOLIS 


Mayflower Service is available through selected warehouse agents throughout the A 

United States and Canada. Your local Mayflower agent is listed under Moving in the ys 
classified section of your telephone directory, Call him to move Household Goods and > 
Office Furnishings in addition to Displays and Exhibits. - 
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FACILITIES ROUNDUP 


general manager, Bud Fisher. Add 
tion of convention hall is part of im- 
provement program started t 


h 
a cost of $750,000 
atest type seat 


ree 
t 


armchairs, say 


450-room additior 

being dug, re 

general anager A, P. Mc- 
Kinnon, Additic will also include a 
ballroom with seating capacity of 
3,000—with no pillars to obstruct the 


view 


BATON ROUGE, LA. 


Remodeling and building plan 
Heidelberg Hotel call for a 10-story 
new wing featuring drive-in registra 
tion. Completed proje t will have 
new name » Capitol House. Re- 

deling sidelberg will add 

pletely automatic passenger ele- 
and a small lounge room on 
the lobby floor. New wing will boa 
162 guest rooms plus basement 
garage and service rat , 
third and fourth floors of 1 
ing are designed for guest 

about 300 cars. 

Grand ballroom, 8,500 sq. 
be equipped with folding wall: 
adja ent function rooms. When walls 
sre removed |2,000 sq. ft. area will 
: ymmodate 1,200 for banquets 
ind 1,800 for meetings. 


OTTAWA 


bring 

number of rooms to 586, Ex- 
anded hotel will feature dining 
om and convention hall for small 
eetings. New rooms will be in an 
Idition being built at the rear of the 
tel. Program marks first addition 


| 


1 Elgin since its construction in 


COLUMBIA, S. C. 


Wade Hampton Hotel will add 150 
new out de room n @ $1.4 million 
expansion program, announces Rich- 


Other improvements include drive-in 
registration and expansion of banquet 
facilities. 
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THE SASKATCHEWAN, Revina, Saskatchewan, 268 rooms 
Regina, gateway to fabulous oil developments, is the home ¢ 


the Royal Canadian Mounted Police training barracks. 


Get more done. have more fun 


at Canadian Paeifie’s luxury 


hotels in the | rairie, prox meces 


These new frontiers will add train bor full information 
a fresh pioneer spirit to an write: Convention Trafhe De 
convention, large or small partment, Canadian Pacifis 
Managers of all three hotel Railway Company, Windsor 


will vladly supervise conven Station, Monts il 


tion details. Go via smooth 
riding Canadian Pacific diesel Canadian Pacific 


THE PALLISER, Calgary, Alberta, 484 rooms. Near grizzly bear THE ROYAL ALEXANDRA, Winnipeg, Manitoba 
and mountain goat country, bathed in warm chinook winds, A once a tiny Hudson Bay Co 


ulpost, where the 
morning's trip away are spectacular Banff and Lake Louise, and Red Rivers cl 


ether, is capita 


JULY 


NOWHERE IN AMERICA IS THERE A MORE 


VERSATILE SETTING 
FOR EFFECTIVELY ENJOYABLE 


ONVENTIONS 
D AND OTHER GROUP GATHERINGS 


95 miles from New York... 
in the beautiful Shawangunk Mountains 
... conveniently reached from all 
directions by Car, Bus, and especially 
by Plane to JENNIE GROSSINGER AIRPORT. 
All Sports at all seasons... Championship 18-hole 
Golf Course, Tennis and all court games, Private 
Riding Academy and Bridle Trails, Private Lake 
for Boating and Fishing, Olympic Swimming Pool; 
and in Winter, Artificial Skating Rink, 
Toboggan Slide, Skiing, 
Sledding and all Winter Sports. 
Top-drawer Entertainment, Dancing, 
Secial Programs; nationally famous cuisine. 
Most modern facilities and complete 
cooperation in all aspects of Meeting 
Rooms, Displays, Exhibits, Movie and 
Sound Equipment, etc. 


ngs 


GROSSINGER, N. Y. 


For information, write or call 


IRVING SILVERMAN, Sales Manager 


GROSSINGER’S NEW YORK OFFICE: 221 WEST 57TH STREET 
Phone Circle 7-4915 


MEETING & SHOW NEWS 


New building: Regina Exhibition Assn., Regina 
Sask., has approved construction of new fairgrounds 
exhibit building to cost nearly $400,000. No date 
was set for start of construction, but decision is 
expected after 1957 financial. results are in. 


New show: Orkin Expositions Management 
Corp.’s Southern ‘Trade Fair, slated for Miami’s 
Dinner Key Auditorium, January 5-8, 1958, will 
feature wide range of items ranging from premium 


goods to do-it-yourself gadgets. 


New group: Professional Convention Manage: 
ment Assn., formed recently by representatives of 
leading national medical organizations, has elected 
Steven K. Hurlitz, New York City, president. 
PCMA members will exchange information about 
meeting dates, facilities and related matters. 


Less competition: Interview of exhibitors who 
manufacture fork-lift trucks, at recent National 
Materials Handling Exposition found nobody un 
happy with lack of competition from hig manufac 
turers. Some large companies, members of Material 
Handling Institute, pulled out of the show. Exhibi 
tors at recent show cashed in on high quality crowd, 
reporting number of leads. 


New president: Arthur W. Bergman, district 
manager, Building Materials Div., Johns-Manville 
Sales Corp., was elected president of the Building 
Materials Exhibitors Assn. at its 17th annual meet 
ing in Chicago. 


Return to New York: [Exposition of Chemical In 
dustries will return to New York City for first time 
in six years when it moves into the Coliseum De 
cember 2-6 


BIF may expand: British Industries Fair is ex 
pected to join the trend to international trade ex 
hibitions next year. Birmingham Chamber of Com 
merce, left in complete control of the show since 
the British government dropped the London section 
last year, is considering opening BIF to European 


goods. 


Fishing tackle division: 12th annual National 
Hardware Show, New York Coliseum, October 
14-18, will add a fishing tackle division, says Frank 
\I. Yeager, show managing director. 


Same site: January National Housewares Exhibit 
is still slated for Chicago, despite reports to the 
contrary, says Dolph Zapfel, secretary of National 
Housewares Manufacturers Assn. Misinterpreta 
tion of speech before New York Housewares Club 
were responsible for rumor that NHMA planned 
to move winter show to the West Coast, he ex 
plained. 


Sell-out: Western Electronic Show and Conven 
tion, San Francisco Cow Palace, August 20-23, 
reports all exhibit space has been sold, including 47 
additional booths added this year. 


Open to public: Air Conditioning & Refrigera- 
tion Show, Chicago International Amphitheater, 
November 18-21, announces show will be open to 
the public on the last day “‘to permit exhibitors to 
do market research, study advertising themes and 
get consumer reactions.” 
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7 WAYS UNITED 


MAKES CONVENTION 
PLANNING EASIER: 


The Convention route of the nation 
fast, dependable service to 80 cities coa 


coast (including the principal cons 


centers ) and to Hawaii eliminates di 


routing problem 


Red Carpet” Service 
DC-7 flights between 1} 
Cocktails, buffet 


» hale 
other “extras 
fare make convention travel 


tive, encourage attendance 


Frequent schedules 


night round the clock depart ine 
book your member it the 
Let United make your 


times with less hours awa 
convention planning job 


bus Mess 
easicr 


Visit or write your nearest 
1 > . . 
United office for information Reserved Air Freight 
Space nee ded for : hipping 


lateral material. For 


and complete convention 


uarante 


convent 


planning service 
Write to: M. M. Mathews, 
Supt. of Convention Sales, 
United Air Lines, 
36 S. Wabash Avenue 
Chicago, IIlinois 


example collap Ml 
display booths can be forwarded from Chi 
cago to New York for 


only $7.50 per | 
pounds. Plus tax 


Group Post-Convention Hawaii tours 
can be easily arranged for West Coast 


meetings. United will handle all 


detail 
such as hotel, air 


transportation, ground 
transfers 


V.1.P. Post-Convention Tours Vacation 


ill 
Full 


Individually Planned at low tour prices 


the way from New England to Hawaii 


details on request 
Personalized handling of members 


/ 
weave ae _ ue — emennnrion UNIT ED 
assistance program for your convention 


mecetung 


Havana in the Grand Manner 
in Cuba's newest luxury hotel... 
the HAVANA RIVIERA... 
Vedado on the Malecon, 
Havana, Cuba! 
Completely air-conditioned, 
with 400 luxurious rooms, 
each with ocean view... 
with Olympic pool, 75 cabanas, 
Solaria and Health Club, 
elegant dining rooms, 
spectacular Copa Night Club, 
magnificent casino, coffee shop, 
cocktail lounge, and 
Doble o Nada Bar, 
the HAVANA RIVIERA offers 
a whole new world of pleasure 
in one of the most fascinating 
cities in the world! 
Designed with group meetings 
in mind also, it offers spacious 
HOTEL, CABANA CL U B & CA $1 N () meeting rooms that will flexibly 
and comfortably accommodate 
from 50 to over 500! 


For complete information 
write or wire: 

James C, Mills, Sales Manager 
Jim Mills & Associates 
Congress Building 

Miami, Florida 
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Audience Participation Here to Stay ? 


Why do we want so much audience participation 
ii) Our meetings? Is it a fad that will be replaced 
by something else. Is there some underlying facto: 


that turns us toward participation techniques? 


Most meeting planners will ascribe to the 
dictum that the more participation you gen- 
erate, the more successful the meeting. 


There are obvious advantages: involvement makes 
your audience active instead of passive; it helps to 
pinpoint individual problems and attitudes; it puts 
some responsibility on the audience toward making 
the meeting productive; it offers a medium to test 
individual skills. 


here are other values of participation, of course 
but do you know one big reason that has made par 
ticipation so important to us as meeting planners ? 


Americans art becoming a nation of specialists. 
The old-time craftsman who knew all about his 
product—made and sold it himself—is no more. 
Now each man is a specialist in one phase of activity. 
And each day our specialties become narrower and 
more intense. 


This means we become more dependent on 
others who are specialists in activities that 
are both different and akin to ours. We need 
their help and ideas to broaden our outlooks, 
to share new skills and experience. 


It is through participation at meetings that we 
This is 


why participation at meetings tends to grow and 


take advantage of others’ spe ialist talents 


why it will be even more important tomorrow 


Thus it is incumbent upon all meeting planners 
that they analyze carefully the specialties, the re 
sources of individual audience members, to best mix 
them and put them to work effectively. Even the 
newest man in a group has had experiences or ideas 
that might be contributed profitably if only that 
viewpoint “Old 


hands,” of course, have wide experience have de 


they represent an “outsider 


veloped specialties that are worth sharing 


Never forget that every man in a group is a 
resource of ideas and experience worth tap- 
ping. Participation does it for you and that’s 
why it is here to stay. 


Six Key Men tor Meeting Planning 


Crucial time for any meeting is the planning 
session which creates its content and techniques. It 
goes without saying that it is wise to plan your 
planning meeting with care. 

There are six key individuals who should help 
you to plan any meeting: 


1. Idea man: He is the creative individual who 
throws out suggestions rapidly and can be counted 
upon for new approaches, 


2. Practical man: He is your tester of ideas. 
He analyzes suggestions for flaws. | 
ideas against his experience. 


se him to weigh 


3. Organization man: This fellow can get 
things done after decisions are made. He is your 
follow-through man, the one who knows how to 


iccept and di charge 


1. Content man: supplies the 
your meeting. He knows what material 
should be incorporated into your sessions 


5. Public relations man: Count on thi 


to spark ideas on how to “‘sell’’ your meeting 


6. Interview expert: ‘This man is your eyes 
and ears. He discovers what your audience wants 
to te Py e at the meeting He finds what bothers 


individual their weakness« ind their trong point 


W hen youl planning Cssion ine | ides the yf 1x 
talents, you have all bases covered. Important how 
ever, is that your key men on your planning com 
mittee understand in advance what their roles are 


o that they can prepare to be of real assistance 


BIGGEST WASTE 
IN INDUSTRY 


EXPOSED 


Executive Manpower Loss at 
Conferences Set at Millions 


Executive n industry today 
are throwing away millions of 
dollars in unnecessary confer 
ence 

Depending on the size of 
company, losse in executive 
time in fruitle meetings range 
from several hundred to many 
thousands of dollars a year. Just 
a one hour conference of 1x 
top executives costs a company 
approximately $50 in time 

While company executive 
have sharpened their technique 
in making their meetings for 
alesmen, distributor and 
dealers more productive, they 
have failed to apply the same 
careful planning to their own 
conference Conference are 
called with little or no planning 
Individuals who attend get litth 
advance notice of what i eX 
pected of them 

Failure to eliminate unnece 
ury meetings is a major defect 
in management today. An equal 
defect 1 the waste of time at 
nec ary meeting because of 
poor planning of ayenda to be 
Cove red 

Trend toward group decision 

ha passed the point of profit 
able return in too many in 
tances, because meetings are 
called to make decision that 
hould be made by one execu 
tive. Individual thinking 1 
being discarded Too often con 
ference are used to hift§ cde 
cision responsibility to a group 
that hould not be burdened 
with it 

Manpower loss¢ at confe) 
ence due to poo planning and 
unnecessary meetings do _ not 

how up on balances heet Thi 
means top management tend 
to mi this waste of money 

With more and more confer 
ence being called in” office 
every day, careful appraisal of 
man-hout consumed now i 
mandatory 

Clue to time lost i an 
analysis of conferences an ex 
ecutive attends each day which 
accomplish little of help to him 
or his company 

High cost of executive man 
power put extra burden on 
executives to insure a meeting 
really is necessary before call 
ing it, and that attendees are 
primed in advance to make 
worth-while contributions, 


This item actually never ap- 
peared in @ newspaper. Had 
these scbering facts come to 
light before, they probably 
would have made business news 
for the nation’s newspapers. 


Too Many Meetings 
Are a Waste of Time! 


Are you guilty of calling meetings to ‘talk over’ problems 


that you should have thought out in advance? How many 


conferences do you leave wondering what was accom- 


plished? Here is how you can remedy a flagrant waste. 


BY DICK PETERSON 


Account Manager, Bruce B. Brewer & Co.* 


HHow many conferences have you 
come away from in the last month 
wondering what, if anything, was 
really accomplished? Or, if you've 
called a meeting recently, what do 
you suppose others thought ort your 
meeting? How effective was it? 
What problems were solved? Dec 
ions made? Should you have called 
i meeting at all? 

Meetings are an integral part ol 
the procedures used to run a business 
today, and if you are able to use 
this Management tool to advantage 
you will stand out as an eftective 
leader. 

If this isn’t already your rule, here 
is a good way to cure yourself of 
calling a meeting you shouldn't. ‘The 
rule: Circulate in writing before the 
meeting a memo that contains: 

1. Your specific purpose in calling 

the meeting. 

2. What exactly you hope Oo a 

complish using a group that 
couldn't be done by one or two 


ndiv iduals? 


Think Through 


This will develop in you an ability 
to think your problems through so 
thoroughly yourself that you become 
positive a meeting will be productive 
before you call it. It may prevent 
vou from calling an “around in 
circles” meeting that scratches your 
reputation as a good executive. 

Once you have the habit of de 
claring your reasons in writing, you 
learn that unless you want to make 
a complete fool of yourself, you'd 


*Minneapolis 


bette! think the thing through. Here 
are some of the questions that start 
to occur to you: 

What is my real purpose in calling 
this meeting ? 

Should I think this one through a 
little more myself? 

What facts should I have that I don’t 


now have? 


Can I expect to accomplish anything in 
the time a meeting takes? 

Will a meeting best give me what I’m 
looking for or could I get the same results 
working with the individuals separately? 

lalking is so much easier than 
thinking or writing. It makes for 
calling a meeting like this: ‘‘We 
will meet Friday morning at 9 A M 
to alk over the Jones situation.” 


“Good Feeling” 


It is unfortunate that even a poorly 
organized meeting can be stimulating. 
One has a ‘“‘good feeling’ while one 
participates in his personal skill de 
velopment. Organized or not, one 
feels in a meeting that he is using his 
semantics his communicating —his 
listening —- his human relations — his 
persuasion—and his ‘pinning an ad 
versary to the mat’ te hniques. All 
this is in the arena of company ap 
proval. Good training, yes, but above 
and beyond the call of practical com 
pany expense when the meeting is not 
properly organized! If you haven’t 
done so, figure the cost per hour. 

Our business is advertising. Our 
raw material is time, and we watch 
our inventory closely. We recognize 
the value of a good meeting—an or 
ganized one, but we learned the hard 


way that there are more times you 
shouldn’t call a meeting than you 
should. We learned that it is easy to 
get into a “let’s have a meeting’”’ 
habit, and that it is easy to substitute 
talk for thought. Sound basic think 
ing, we know now, must take place 
_before the meeting. 

Our meetings are a “group test.” 
We use the ability of the group to 
test and broaden the thinking of the 
individual. Group methods are pat- 
terned after an executive technique 
we use individually to think the prob- 
lem thoroughly through before we 
use the group. The individual tech 
nique is this: 


1. Get all the pertinent facts. 

2. Define the problem. 

3. List all its possible causes. 

4. Creatively think of all possible 
solutions. 

5. Arrive at an individual decision 
of your best recommendation. 


By learning to think the situation 
through first ourselves and then using 
the group to test the soundness and 
supplement the thinking, we increase 
the reliability of the conclusions 
which represent the product of out 
shop. 


Regular Occurrence 


An executive has his particular job 
because it involves problems that 
aren't easy to isolate and define; or, 
if easily defined, they are not easily 
solved. Since an executive is generally 
able to use, and should use others in 
his organization, meetings—whether 
formal or informal—become a regu 
(We define a meet 
ing as any discussion involving three 
or more people. ) 


lar occurrence, 


We see again and again executives 
who, when faced with tough situ 
ations and problems, fall into a “let’s 
have a meeting” habit and sincerely 
feel they are “using the team.” In 
effect, many times, all they are doing 
is passing on their confusion to the 
whole group. This is not to say that 
a good executive can't have a meeting 
to help him define his confusion. He 
should be able though to recognize 
that he is doing this and be man 
enough to admit to the group that 
his purpose is to try to find the start 
ing point. 


Kinds of Meetings 


Our agency meetings fall into these 
Note that they are 
parallel to the techniques used by the 
individual. 


classifications. 


1. To get agreement on facts and 
a definition of the problem. 
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WHEN YOU CALL MEETINGS... 


Do You Ask Yourself These Questions ? 


What is my real purpose in calling this meeting? 
2. Should | think this one through a little more myself? 
What facts should | have that | don't now have? 


Can | expect to accomplish anything in the time a meet 
ing takes? 


5. Will a meeting best give me what |'m looking for or 
could | get the same results working with the individual: 
separately? 


Do You Use These Leadershin Rules ? 


Keep the meeting moving toward it: 
lined in the memo calling it. 


purpose as out 


2. Encourage participation by all. (People aren't useful just 
sitting there. At the same time, watch out for the 


monopolizer.) 


3. Be ruthless, but tactful, 
wasted time. (Use your group well... it’: 
tool.) 


in censorina distractions and 


an expen ive 


4. Make occasional summaries of your progress 4s 4 group. 


». If you discover that something is going wrong and the 
meeting cannot prosper, try to ascertain the reason a: 


quickly as possible. 


} Maybe YOU are seeking VUS¢ nd 7 whe jou Nave 


yet aareed on tne pr t em 


lt it expedient, ext mn wnat J Think Nd nappene 


Conclude the meetir g with a statement of result: 


A) Any direction set? 
B) Problem a 
C) | 


if 


agreea uf 


c 
+ tT ox ple ause f i? 
Future a 


anrr ant + memoer ’ the ar rn / 


c 
f Date of next meet na? 


2. ‘lo accumulate causes or solu 
tions to our defined problem or 
opportunity. 

3. lo evaluate a recommendation. 

\ssume then that you have 

thought your problem through; have 
published your purpose and objective 
for your conscience and everyone to 
examine, and you still want a meet 
ing. Here are some suggestions based 


on our ystem 


Meeting to get agreement on facts 
and definition of the problem: Ii 
committee or group must later ap 
prove your recommendation, a meet 
ing to get agreement on facts and 
your statement of the problem could 
be important. It is a good idea to list 
the facts as you see them and give 
them to the group in your pre-meet 
‘They then come into the 


meeting with 


Ing memo 
suggestions for addi 
tional facts that should be obtained 
ready to ask you to drop out the 
irrevelant. Use “imagineering.”’ Ask 
yourself and have answers to every 
possible pertinent question someone 
might ask Make it a point to write 
down unansw ered questions A ssign 
yourself or someone to get the infor 


mation 
Agreement on Problem 


In your own pre-meeting thinking, 
decide on your statement of the prob 
lem. Give the facts and your state 
ment of the problem to the group. I[f 
someone pops up with an “I don't 
agree,’ continue on. Find, and get 
agreement on a statement of the prob 
lem. ‘This is a foundation for later 


work, and without it there can be 


ac ° ° ” 
much “wheel spinning. 


Someone once said a problem well 
stated is half solved. If your state 
ment of the problem starts a ‘free 
for-all,” 
the problem that is agreeable to the 


either find a statement of 


group, or end with a factual state 


ment of the reasons agreement 
couldn’t be reached. Biggest difficulty 
the leader has in this type of meeting 
is to keep the group on facts or prem 
ises. ‘They want to avoid this 
tougher work and jump immediately 
into their causes (excuses) or their 
solutions (ideas) before ever com 
pletely agreeing on what it is they 


are seeking causes or solutions to 


Meeting to get causes, solutions or 
an idea: Previous agreement on your 
tatement of the problem is your 
tarting point. Only then is it pos 
ible to have the group work together 
i rainstorming can sometimes be 
fruitful here. ‘Thi 
end with a list of possible causes of 
r} 


ne p oblen Oo 


meeting should 


r 


a list of possible solu 


rion 


Need More Facts 


VI any 1 *S youl ing Of Causes 
to a presumed problem uncovers the 
fact that the problem as originally 
defined needs redefining, the situa 
tion needs more facts. If such is dis 
covered this, too, can be a desirable 


conclusion to’ the meeting. 


Meeting to evaluate a recommen- 
dation: When all preliminary think- 
ing has taken place in defining the 
problem or the opportunity, listing 
all the possible causes or solutions you 
based on the best 


solution. It is helpful in 


need a decision ls 
possible 
ound decisions to add up all the rea 
sons for and all the reasons against 
a recommended solution. A group 
an assist: in this. 

‘This is our system for making a 
meeting productive. We find it a 
practical, workable technique. ‘There 
are two sides to the coin, however. 
I’ ffectiveness of the meeting is not 
only related to your preparation, but 
how well you lead the meeting. Here 


ire some rules in this function: 


Rules for Leader 


1. Keep the meeting moving to- 


£ 

ward its purpose the one you 
stated in your memo. 

2. Encourage participation by all. 
People aren't useful just sitting 
there. At the same time, watch 
out for the monopolizer. 

3. Be ruthless, but tactful, in cen 
soring distractions and wasted 
time Just for the fun of it 
multiply the number of men in 
the room by their hourly salary 
and amaze yourself on the ex 
pense of meetings. Use the 

group well... it’s an expensive 


¢ 


ool. 


REPRINTS AVAILABLE 


Make occasional summaries of 
your progress as a group. 

If you discover that something 
wrong and the meeting 
try to ascertain 


is going 
cannot prospe! 
the reason as quickly as possible. 
Is it lack of information? Is it 
because you have forgotten the 
statement of the problem? 
Maybe you are 
and solutions when you haven't 
yet agreed on the problem. If 
it is rather than 
flounder in the meeting explain 
think has happened 
and disband for a later try. 


seeking causes 


expedient, 
what you 


Conclude the meeting with a 
statement of the results. Any 
direction set? The problem a!l 
A list of the pos 


sible causes or solutions? Fu 


agreed upon? 


ture assignments to members of 
the group? Date of next meet 
ing? Decisions reached or re 
ommendations? In general, an 
evaluation of how well you ac 
complished the purposes you set 


out. 
Improved Handling 


So, if you are in the market for 
some improved leadership skills, per- 
haps these suggestions will help you. 
If your conferees come out of your 
next meeting with a feeling of having 
accomplished more, it will come only 
from your improved organization and 
handling of the situation. 

‘These can be your benefits: 

1. You'll use a meeting only when 
you are sure it will work for 
you. 

Everyone who attends one of 
your meetings will know why 
they are there and what it is 
you hope to accomplish. 

Your meetings will take less 
time and end up with conclu- 
sions and results. 

You'll develop your own Ca- 
pacity to thoroughly think a 
problem through yourself before 
using the expensive collective 
time of a group. 

You'll learn, as the result of o1 
ganizing for a meeting, a tech- 
nique which will help you arrive 
at and make sound decisions. 


Renew Thinking Skill 


Some have told us that our meet 
ing rules and procedures have helped 
renew an old skill they had abandoned 


thinking by themselves. 


The End 
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Exhibitors Get 
Printed List of 
Visitors Every 
Morning at This 


Mammoth Show 


BY NORMAN T. ALMQUIST 
Administrative Services Manager 
American Road Builders’ Assn. 


Electronics Lic 


Problem for Road Show 


Methods and procedures utilized in 
registering 67,128 delegates at Ameri 
can Road Builders’ Assn. 1957 Road 
Show—America’s largest industrial 
exposition—produced highly satisfac- 
tory results and evoked a great deal of 
comment from industrial exhibitors 
and exhibit sponsors. Results of this 
experience clearly indicate many in 
teresting and time-saving possibilities 
for other sponsors. 

Before outlining the problem and 
ARBA’s approach to it, a brief re 
port of developments prior to the ex 
position might present a better under 
standing of the procedures adopted. 

The 1957 Road Show was sched 
uled to take place in Chicago’s tre- 
mendous International Amphitheatre 
beginning Jan. 28 and continuing 
through Feb. 2. Months prior to the 
opening of this show it became ap 
parent that a record-breaking attend 
ance was in the making. By mid 
summer of 1956, practically all 
accommodations in Chicago's largest 
and best hotels were booked to capac- 
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ity for the period of the Road Show 
With a determination that everyone 

attend the exposition 
} j 
should have satisfactory accommoda 


desiring to 
tions, the Huusing Committee, op 
erated by the Chicago Convention 
Bureau, went into action and secured 
an additional commitment of rooms 
in more than 142 hotels and motels in 
the Chicago area. 

All segments of the highway indus 
try and profession were preparing to 
tackle the Gargantuan task of mod 
ernizing and providing America with 
a network of safe and adequate high 
the ever-ing reasing 
Industrial 
exhibitors were readying displays of 
latest 

saving machinery 


ways to care fol 
volume of vehicular trafhe. 
their innovations in time and 
money equipment 
and materials having a total value of 
more than $12 million. They were 
preparing to demonstrate the merits 
of their products to engineers and 
road builders from all over the world 
with displays covering an area equiv 
alent to 12 football fields. Everyone 


k Registration 


the highway industry and pro 


eemed, was anxious to ex 


Sion it 
the latest de velopment in ma 
chinery and equipment and to discu 
with the nation’ 


oblen ; 
recognized experts whom they knew 


pe rple King | 


would participate the convention 
program 

$y October of 1956 estimate ot 
he anticipated attendance based 
hotel rese1 


An un 


known factor was the number of high 


confirmed 
40 OOO 


primarily on 


itions, were set at 


way ofhcials, engineers, road builde: 


and representatives of industry who 


commuting to and trom 
the Road Show and convention from 


These 


would 


would be 
$00 or m * mi away 


be n aking one da isits to the how 


and would not require hotel accon 
i Here 


modation the weathe 
Wa recognized to be i controlling 


gain 


Sacto! Foran argin of safety, torn 


and badges were ordered and tenta 


were made 


to P ter 


ve plans 
to 9U.000 delegates. 


A study 


ations for the Road Show revealed 


of confirmed hotel reser 


that thousands of road builders were 
planning to arrive in Chicago on Sat 
inday and inday even though the 
exposition was not cheduled to open 
intil Monday afternoon at 2 p.m 
Problem then became (1) how best 
to expedite delegate registration and 
the issuance of credentials for admis 
ion to the Road Show, and (2) how 
to make possible a means of direct 
contact between exhibitors and thei 
preterred prospects s« attered through 
out more than 142 hotels and motels 
in the Chicago area 

Various conventional methods ot 
registering and preparing lists of dele 
yates were considered and estimates 
were requested from numerous serv 
ice organizations on the cost of pub 


desired lists No one 


eemed anxious to assume complete 


lishing the 


responsibility for publishing lists and 
vuaranteeing delivery at a specified 
time because of the magnitude of the 
how, 


Nume rous 


held in Chicago and representatives 


planning sessions were 


of all interested groups were invited 
to offer advice or suggestions based 
ipon previous experience Although 
ian I itional organization were 
itally intere din ARBA Annual 
Convention well as the Road 
how, there were three major groups 
other than ARBA, that had scheduled 
concurrent innual meeting Lhe 
groups included Construction Indu 
try Manutactures Assn. (ARBA 
Vianutactures Division and pris 
pal ponsor of the Road Show ), A 
ociated I.quipment Distributors and 
International Road Kederation. These 
cooperating Organizations were rep 
esented at nearly every planning ( 
ion and all contributed tremendousl 
the formulation ot adopted meth 


ind proce dure 


Representatives of Statistical ‘T’ab 
ulating Corp., Chicago, were con 
sulted a: problems of registering and 
printing daily registration lists were 
STC convinced 
the planning committee that it had 
the modern I.B.M. equipment and 
qualified personnel to tackle the job. 
Final plans were formulated and all 
groups involved rolled up their sleeves 
and went to work. 


outlined in detail. 


Process Started 


lhe pre-registration process started 
rolling with a special bulletin from 
General Louis W. Prentiss, execu 
tive: vice-president of ARBA, to ev 
eryone holding a confirmed hotel res 
ervation during the period of the 
Road Show. In his bulletin he stressed 
that for their own comfort and con 
venience, delegates should pre-registe1 
to avoid standing in line to 
arrival at International 
\mphitheatre. 


upon their 


Pre-registration forms were printed 
on one side of a business reply card 
which, for the convenience of regis 
trants, required no pre-payment ol! 
postage Keach delegate was asked to 
ndicate his major occupational clas 

is well as subordinate clas 
ifications, in accordance with his 
athliation with the highway or con 
He was asked to 


it the bottom of the pre-regis 


struction industry. 
check 
tration form, his major occupational 
classification, such as contractor, en- 
gineer or official, materials produce 
nanutacturer, equipment distributo1 

Ita registrant indicated that his 

ipation was that of a contractor! 
he was asked to indicate whether or 
not he was a general contractor, grad 
ing contractor, asphalt paving con 
tractor, concrete paving contractor o1 
Atte 


bridge contractor. supplying 


eS a 


REGISTERED ONE DAY, list of visitors wth company affiliations available for exhibitors the next day 


the nec essary intormation on the pre 
registration forms, delegates mailed 
the cards directly to Statistical Tabu 
lating Corp. in Chicago. 

Upon receipt, the information sup 
plied by delegates was punched into 
1.B.M. cards designed to contain the 
following information: individual's 
name and title, his business afhliation 

name of firm or agency his home 
city and state or toreign country. A 


} 


tabulating card was created tor each 


registrant and the _ information 
pune hed into these cards was verified 
to insure the accuracy of pun hing. 
Each day’s receipt of pre-registra 
tion cards was placed in electroni 
sorters and sorted at the rate of 1,000 
occupational 


a minute into major 


categories as indi ated on the cards. 


Types Badges 


After cards had been sorted into 
categories, they were placed into a 
printer which listed them in much 
the same fashion as a typist would 
type them, the difference being that 
machinery performed this operation 
at the rate of 12,800 letters or num 


Individual badges 


were processed using large block size 


erals a minute 


letters that could easily be read from 
a distance to identify each registrant 
by name. Major occupational classi 
fication of each registrant was printed 
on his badge and identified by color. 

Same tabulating cards were then 
placed in a machine, called an inte: 
preter, and punched holes which had 
been created by the key punch oper 
ators, were read and the typed mean 
ing of these holes was printed across 
the top ol the tabulating card. Ap 
proximately 5,000 cards (400,000 let 
ters or numerals) an hour were im 
printed from little rectangular holes 
n the tabulating card. 


SALES MEETINGS 


Continuous envelopes, which had 
been designed earlier, were then fed 
into the electronic printer and the 
punched cards were again used to 
identify the registrant’s name and 
company on the face of an envelope 
which was later to carry both the 
tabulated card and the registrant's 
badge. 

Matching and collating the regis 
badges, tabulated cards and 
envelopes (which were printed at the 
rate of 150 a minute) took a sizable 
clerical staff. 

It was of major importance that 
foreign and domestic visitors, dele 


trants 


gates, manutacturer, producers and 
friends be able to reach each other 
at this mammoth Road Show. Keep 
ing this in mind, registration clerks 
asked each pre-registered person, as 
he picked up his badge at the regis 
tration counter in International Am 
phitheatre, if he was staying at the 
hotel indicated on his pre-registration 
torm. If the answer was yes, then 
no change was necessary in the tabu 
lating card. 


Note Hotel Switch 


If the registrant had decided to 
switch hotels, the girls made anothe 
notation on the card to this effect 
Cards were then placed in two sep 
irate files; one represented pre-regis 
trants who had picked up their badges 
ind had not changed hotel accommo 
dations, and the second represented 
pre-registrants who had indicated a 
change in hotels. 

By 3 pM on Sunday afternoon, Jan 
27, 16,000 pre-registered delegates 


Again 


STC went into action. Entire opera 


had claimed their credentials. 


tion of sorting and listing these tabu 
lating cards was completed by 6:30 
PM that evening. Lists were then de 
livered to Inland Press, Chicago, and 
by 9 pm that evening, only six hou 
atte pick up, presses were printing 
the first 32 pages of Sunday’s regis 
trations. ‘he 32-page printing at one 
time necessitated a mechanical told 
ing operation, and assemblers reported 
for duty at | AM that morning to 
stitch these 32-page sections together 
and bind them in preparation for de 
livery to the Amphitheatre 


List on Cpening 


By 9:30 AM, Monday morning 
hefore the Road Show had officially 
opened, each exhibitor had in his pos 
sESSION a listing in alphabetic al orde 
ot 16,000 registrants who were wait 
exhibits. ‘This listing 
contained the registrant's name, title 


ing to view 


his company name, major and mino1 
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CARD FOR EACH VISITOR is pune hed on IBM machines 


7 -_ 


ELECTRONIC PRINTERS prepare visitor lists from punched cards 


category of business that his compan 
represented, as well as the city and 
plant 
Major point about thi 
book, howeve! was that t also in 
dicated the delegate’s correct hot 
address. Last page ol the director 


state or country in which his 


was located. 


listed addresses and telephone nun 
bers of hotels and motels. 


Available by 9:30 AM 


kach day of the convention thi 
operation was performed so that b 
9-30) AM each 


had a list of evervone who had reg 


morning, exhibito 
istered the previous day. 

Registrants who had not pre-reg 
tered, but who were in attendance 
if the ARBA Road show had badges 
yped lor them at the revistration desk 
Registration card filled out b 


delegate was then sent each hour t 


STC where tabulated cards were cre 
ated in the same manne they had 
been created the previou WCCK © 
pre-registrant Lists for the final 
la (Saturda vere ent to each 
exhibitor at his home plant 


By using these electro-me lank il 


facilities it was poss 


eoiste f) | /% weople ind to pro ly 
ip-to-date list of all those in at 
tendance at the Road how lo out 
knowledge th ] the first time a 
lail list of nh magnitude has been 
ittempted 


Give Credit 
Wet 0 hats and give due edit 


} 
to the method envginee! and ope 
itors of Statistical ‘| ibulating Corp 
tor the ethcient and onscientiou 
handling of this assignment, as well 
is to everyone who contributed ol 
experience and advice in the form 

laa ion © plan trie procedu f nd 


r} 1 t \r ¢h t 
wii exe ition \ if ime ye 


‘) rie f } il pro f | f 

le po ible i ( e to exhibito 
it would no have Lyere feasibl 
t nanual method 


NEWSPAPERS review meeting 


ACTORS find Excello shirt at Buckingham. 


GAY PAREE is setting for Holiday skit. 


Why Go Far Afield for Themes ? 


This 144-year-old company lets its advertising theme sug- 
gest the sales meeting theme. When an actor was selected 
as model in ads, theater theme was developed for meeting. 


Best theme for your next meeting 
can come directly out of your adver 
tising program. lie both your meet 
ing and advertising themes together 
(rather than go afield) and you insure 
yreater retention for both—add im 
pact to your meeting presentations 

When Excello Shirts, Inc., a sub 
idiarvy of F. Jacobson & Sons, Inc 
decided to feature an actor personal 
ity in its color shirt ads, use of “‘thea- 
ter’ theme for its sales meeting was 
i natural New York-based shirt 
manufacturer hired the actor, David 
Kingwood who posed for its shirt ads 
tO appear in the meeting presentation 
entitled “Customers by the Million.” 

Special copy of Playbill, theater 
magazine, was sent to each salesman 
it his home. With it went professional 
looking theater tickets listing time and 
place of the meeting Iixtra copies 
were ordered so salesmen could send 
them to customers as an advance card. 
Lickets captioned 
ticket to the 


“Here are your 
season's most exciting 
howing,”’ could also be used by 
ilesmen to set 


lients 


up appointments w ith 


Special problem for Jacobson sales 
meetings is that company features two 


Ex ello 
shirts, which sell in the high-price 
field and Jayson shirts and pajamas in 
the medium-price range. Jacobson 
salesmen sell both lines. At company’s 
annual 


distinct lines of men’s wear 


sales meeting salesmen are 
given a preview of forthcoming adver 
tising for each line. To keep promo- 
tion for each line distinct in sales- 
men’s minds, presentations are made 
at two separate meetings, each held 
on a different day. 

Meeting planners Al Braun, a 
count executive at Alfred J. Silber- 
stein, Bert Goldsmith, Inc., company’s 
id agency, and John K. Northway, 
Jacobson’s sales promotion manager, 
decided to tie both meetings together 
with the theater theme. Publications 
which carry Jacobson 
invited to 


neeting. 


advertising 
were participate in the 

Meeting theme was announced to 
each publication with Braun and 
Northway making suggestions on the 
presentations. Publications were not 
bound by suggestions and could offe: 
any revisions they liked. Only iron 
clad rules were: (1) each publication 
had to abide by the time limit set in 
advance; (2) it couldn’t knock its 


competition and; (3) all facts and fig 
ures about their books had to be pre- 
sented in a light, but informative man 
ner. 

Most publications had been par 
ticipating in Jacobson meetings for 
the past few years and were familiar 
with the type of presentation Jacob 
son salesmen like. “We never have 
any trouble getting cooperation from 
the publications,” says Northway. 
“Putting together a presentation like 
this is a lot of work 
lot of fun.” 

Months of planning and series of 


but it’s also a 


conferences were necessary before the 
meeting jelled, says Braun. ‘We 
were making changes up to the last 
dress rehearsal.” 

Excello presentation was first. Two 
professional models, dressed in pert 
usherette costumes, and carrying the 
usual flashlights, led each salesman to 
a seat (up front ) as he entered. 
Houselights dimmed to the tune of 
“There’s No Like Show 
Business.” 

Set simulated brick wall of Shubert 
Alley. Playbills on the wall advertised 

irrent or recent Broadway hit plays. 
After each magazine’s presentation 
posters were peeled away to reveal ad 
scheduled to run in that publication. 

Opening address by Bert Gold 
smith, agency executive vice-president 
hailed Jacobson Company’s 144 years 
in business as the “longest run on 
earth.” Classic Fortune film, ‘The 
Salesman,” depicting a salesman at 


Business 
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GOOD HOUSEKEEPING used "My Fair Lady.” 


a boring sales meeting, set the light 
tone for the meeting. 

Dan Stevens of Fortune pegging his 
presentation on ‘“The Happiest Mil 
lionaire,”’ described the typical For 
tune reader to salesmen. (College 
graduate, about 44, who shoots golf 
in the low 90’s and earns about 
$20,000 a_ year.) 
Stevens, boasts more millionaire read 
ers than any other publication. Ad 
scheduled for Fortune was unveiled 
and carried through the audience fo: 
salesmen to examine more closely. 

Next act featured Tom Steinfelt 
associate publisher, Playdill, who in 
terspersed his description of Playbill 
readership with tips on coming Broad 
way plays—spiced with theater gossip. 

Carrying the theater theme into re 
tail merchandising, Steinfelt an 
nounced that Playbills for any show 
on Broadway will be available for re 
tailers’ window displays. Special Play 
bill for this meeting featured King 
wood on the cover. 

Briscoe Ransom, J'ime merchandis 
ing manager, used “The Desk Set’ 
as the peg for unveiling the “Time 
Visualizer’’—a take-off on electronic 
computers. Ransom placed an Excello 
ad in a Time cover and clipped it to 
the machine. Flashing lights and 
twirling colored marbles pointed out 
the different segments of Time read 
ership. At a flip of a lever by Ran 
som, marbles moved together to add 
up to “36,800,000 America’s best 
dressed men.” 

Change of pace was provided by 
lovely model, escorted by Pinkerton 


Fortune, said 


guard, wearing $1 million in dia 
monds. Scene pointed up Excello’s 
quality market. 

David Kirkwood, who left England 
nine months ago for Broadway, was 


SULT &, t9S7 


REHEARSALS and last - minute 
changes went on until the nig 

fore the show. Months of planning 
and many conferences paid off in 
well-paced show, Company relies on 


media to help get ad story across 


TMS COTTON SHIRT BEATS WASH 


The new 100: Cotton Laypeew LAUNBETE 
Wwacvons Leerplane Reetede fabri 


MODELS carried each ad through 
the audience as it was unveiled. Ads 
were hung on the wall and covered 


with show bills—peeled off as each} 


skit was presented to shirt sa esmen. . 


A) TS OWN GAM 


hs Os & Ss Os Os Os Os Os Bs Os ss 
Business 


... when 
meclings .. conferences 
... forums are held at 


Historic 


Williamsburg 


Virginia 


restored colonial capital 
offers an ideal setting for top-flight 
Mecuiays and conterence Rroups itt 
ill season Phe Williamsburg Inn 

Lodge are now joimed by a vreat 


Williams 


to provide fine 


new modern tactlity, the 
bure Motor Plouse 
wcommodations tor groups up to 
1O0O per Ons 
Conterence delegates and thei fam 
ilies can combine business with an 
enjoyable holiday in the eighteenth 
famous 


century city. Tours of the 


histori buildings, cralt shops 
plantations, gardens, the carriage 
rides, and complete recreational fa 
cilities combine to promot full at 


tendance for meetings at 
WILLIAMSBURG 
INN & LODGE 


AND 
MOTOR HOUSE 


bor booklet and information write 
William EF. Bippus, Hotel Sales Manager 
Williamsburg, Virginia or call New York 
Clrcle 6.6800; Washington, ENecuiive 

t-OARL: € hicago MOhawk 4.5100 


SBBEEBBECBBESE 
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introduced and promptly offered a tes 
timonial for Excello, comparing them 
favorably to shirts bought on Lon 
don’s Bond Street. 

an ad slated for The 


New Yorker was unveiled revealing 


Blow-up of 


Kxcello device for showing men in 
their shirts. One of shirt advertising 
problems, explained Braun, is how to 
show a man in his shirt when well 
dressed men normally wear jackets. 
New campaign will feature small pic- 
ture of Kingwood in his jacket—with 
an attractive girl on his arm. Small 
picture will be tucked in the corner 
of large color ad showing Kingwood 
in the same setting minus his coat. 
Slogan will be “The shirt that’s tai 
lored like a jacket.”’ Kingwood will 
be featured in each of the ads in a 
different py 

Bob Ogden, advertising 
Manage! lor The Neu Y orker 
brought down the with his 
presentation.” Among 
items he offered for sale were a bird 
teeder for people who don’t like birds 
a special backscratcher for short 
armed people and a white potato bug 
exterminator (two blocks of wood 
which are pressed together after you, 
cat h the b ot. 


eastern 


house 


“‘salesman’s 


Duet With Professional 


He was joined by professional 
singer Caroline Shore for a duet based 
on “The Girl That I Marry,” extoll 
ing the virtues of Excello. 

“Around the World in Eight 
Hours” was skit offered by Holiday 
magazine. Billed as a “Shirtail Ro 
mance of Un-Excellowed Ham,” skit 
was based on adventures of an Ix 
Salesman makes a bit 
take-oft 
that he 
in eight 
He discovers that Excello is 
being discussed all over the world. 


Playbill for Hamlet 


away to reveal ad 


cello salesman. 
with “Reginald Eyepatch”’ 
on an Excello competitor 

can go around the world 
hours. 


was peeled 
featuring King 
wood at the Hunt Club wearing regi 


STICK-ON BADGES 


For MEETINGS and 
CONVENTIONS 


Name Badges, sticks on any Gar- 
ment. No pins or buttons. 


ONLY 5c Each 
IMPRINTED 

1000 lots... less 6c each 

3 inch Circle, Square 

or Triangle. 10 day 

service. Send copy. 

Guaranteed. 


FREE SAMPLES—Glad to send them 
Order trom Frank D. Jackson, 
JACK-BILT, 906 Central St., Phone Vi 2-5068 
Kansas City, Mo. 


FIRM NAME 
GOES HERE 


KEN MORRISON 


mental shirt. J1foliday skit 
Juckingham palace where 
the palace guard was found wearing 
regimental stripes. Kingwood and pro- 
fessional actor Keith Woodson, talk 
ing British-English, decide they will 
buy similar shirts. 

At close of meeting Braun disclosed 


striped 
moved to 


that merchandising material in the 
form of mats and placards will be’ 
available to all retailers. It was also 
Kingwood will be 
available for merchandising projects. 


announced that 
Presentation of an “Oscar” to 
Kingwood closed the meeting on a 
theatrical note. 
‘Two days later Jayson meeting was 
with the same theme but dif 
ferent plays and publications. 


staged 


“(juys and Dolls” presentation fea 
tured Perkins Bailey, fashion editor: 
of Men’s Wear, trade publication, 
and men’s wear editor of Look. He 
tied in his review of the Jayson and 
I:xcello lines with predictions on what 
was new in the fashion field. 

Ad featuring Jayson shirts and pa 
jamas was pegged on “The Bells Are 
Ringing” and was part of Esquire 
magazine § presentation. 

“The Most Happy Fella’ was 
basis for Saturday Post's 
skit. Jess Ballew, fashion merchan 


| VEnIing 


dising director for Saturday Evening 
Post, used six professional singers, all 
dressed in sport shirts illustrated in 
scheduled ad. Singers gave a 10-min 
ute version of ‘Standing on the Cor 
ner” with newsdealer standing on the 
corner watching all the Jayson cus 
tomers go by. 

Good Housekeeping, only women’s 
book on the schedule, used “My Fair, 
Lady” as its theme. ‘Iwo professional 
singers did a take-off on “Why Can't 
a Woman Be More Like a Man,” 
entitled, “Why Can’t a Buyer Be 
Like a Pal.” Serious discussion on 
Jayson’s new wash-and-wear shirt fol 
lowed. 

Noting that retailers like a little 
hokum too. Braun presented each 
bottle of pills to 
overcome Sales Slumposis. Bottle, con 


salesman with a 
taining chocolate candies, prescribed 
greater use of tie-in advertising. 

Meetings were tied together with 
special newspaper reviews of the en 
tire Jayson sales meeting. Headlines, 
in the Variety manner, proclaimed 
“Excello Smash; Jayson Click, Biz 
Shapes Solid.” 

Reviewing the meeting Braun com 
ments, ‘All of the material presented 
during the two days was factual, and 
although presented with a light touch, 
it gave the men the kind of material 
that could be used in selling the lines.”’ 


The End 


SALES MEETINGS 


WHERE should we have our convention? 
WHAT hotels are recommended ? 
WHEN is the best time? 


Whatever your convention question... ask 
American’s convention specialists! 


rlyertrrelerrersst ert: 


Promptly—and without obligation—you can get authoritative answers to 
any of your convention questions from the specialists of American Airlines. 
These experts would also welcome the opportunity to assist you with all 
of your convention planning. With unmatched experience in group travel 

. the most modern fleet aloft... and flights to seventy-seven key cities, 
American Airlines is best qualified to help you insure the success of your 
convention. Contact your local American Airlines ticket office or write to: 
Mr. R. A. MacDonald, Convention Manager, American Airlines, Ine., 
100 Park Avenue, New York 17, New York. 


Ais AMERICAN AIRLINES 
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What Westinghouse 
Has Learned About 
Training Sessions 


After 10 training courses for distributor 
salesmen, these are elements that emerge 
as important to trainees and company. 


BY H. L. (HERM) WILER 


Manager, Sales Personnel Training 
Consumer Products Division 
Westinghouse Electric Corp. 


Job of training Westinghouse dis- 
tributor salesmen is a vital one to the 
company because the salesman him 
self has a 


in his relations with dealers who han 


very important assignment 


dle Westinghouse consumer products. 

His responsibilities can be divided 
into four major classifications: 

1. Dealer coverage. 

2. Selling the dealer. 

3. Dealer development. 

4. ‘Training retail salesmen, in 
cluding a thorough knowledge and 
practice of principles of basic selling. 

Curriculum of the five-week Fac 
tory School for Distributor Salesmen 
is organized around these four sub 
pects 

Under the heading of “dealer cov 
erage’ the sales trainee learns about 
distribution, market analysis and fran- 
chising of dealers. A practical prob 
lem is presented for the student to 
olve He is given market analysis 
buying-power index and_ percent-of- 
industry reports to use in the solution 
of the problem. This is just one exam 
ple of practical problems used to pre- 
pare the new salesman for his future 
responsibility. 

Under “selling the dealer,” men 
are taught to analyze the dealer’s 
needs and help him to plan. selling 
programs to best fit his market. They 
learn to check all phases of the deal 
er’s operation and counsel with him 
to make certain everything contrib 
utes to the store’s maximum selling 
ettort 
window displays, floor displays and 


They check store appearance 
cleanliness, to mention just a few. 
Westinghouse salesmen are equipped 
with portiolios to assist them in pre 
senting dealers’ promotions. So, a lot 
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Five-Week Training Course 


Practical problem-solving 

Basic selling principles 
Five-minute-speech training 
Assignments for work at night 

Quiz every morning on study material 
Chart of student quiz scores 

Short trips through factory 

Flexible programming of course 
Variety in product sessions 

Speech outlines reproduced in notebooks 
Personal financial management quides 
Personal emergency assistance 


Includes: 


of time is spent teaching the use of a 
portfolio. Each man gets several op 
portunities to prac tice using this valu- 
able tool. 

Dealers are faced with many prob 
lems in addition to promotion and 
sale of Westinghouse appliances. 
Problems of general management are 
discussed so that salesmen have a bet- 
ter understanding of, 
assistance to the dealer in 


and can be of 
yreater 
solving such problems. 

“Dealer development” is a big sub 
ject. It includes all the things a sales 
man can do to help the dealer increase 
How can the 
dealer get maximum benefits from 
“Studio One” ‘TV program and other 
What is the 


best form of local advertising in a 


his sales and. profit. 


national advertising? 


given market? These are some of the 
subjects discussed in the field of ad 
vertising. 

service polic ies covering several 
classes of appliances are presented and 
the salesman’s responsibilities regard 
Profitable 
handling and resale of trade-ins and 
the whole subject of wholesale and 


my service are discussed, 


retail financing are covered. 

Student study 
types of retail accounts, such as fur- 
niture store, utility, department store 
and specialty dealer. Many executives 
from these classifications have ap- 
peared on the program. A highlight 
of the last school was Millburn Wills, 
Wills Feed and Supply, Indianapolis. 
He told the class what a dealer ex 
pects from a wholesale salesman. Wills 
was accompanied by Dick Doty, In 
dianapolis branch of Westinghouse 
electric Supply Doty’s 
presence was concrete evidence of the 


salesmen various 


Company. 


value of thorough training. Doty at- 
tended the Factory School in Febru 
ary, 1954. 

Jokn Mooney, Broyles Electric, 
Marion, Ind., and Robert Albaugh, 
Indiana-Michigan Electric Co., Fort 
Wayne, have appeared on the pro 
gram several times. 

Greatest percentage of time is spent 
on the subject “training the dealer 
salesman.” ‘This includes individual 
product presentations. The nut-and- 
bolt story, user benefits, demonstra 
tion and selling methods are drilled 
into the men. This prepares the sales 
man for his important job as sales 
trainer for his retail salesmen. 

Factory trips along assembly lines 
are a part of this section. All forms 
of visual presentation are used to 
clarify the subject. Every salesman 
leaves the school kiiowing basic con 
struction, installation and operation 
He knows how 
“use complaints” and to 


of several products. 
to answer 
check the housewife’s operation of the 
appliance. 

Need for professional salesmanship 
is recognized by everyone in the spe- 
cialty selling field. Westinghouse rec- 
ognizes the problem and is doing 
something about it. Since the whole- 
sale salesman is closest to the retail 
salesman, he must carry the load of 
teaching professional salesmanship 
along with product features. 

In addition to the basic selling 
which is an inseparable part of the 
product presentations, 16 one-hour 
sessions are specifically devoted to 
principles of basic selling. These in 
clude student presentations and dis 
requiring many hours of 
night study. [n addition to company 


cussions 


SALES MEETINGS 


os b a 
southwest’s best 
a 


ead 


p> WP 


TOMO 


Versatile new convention hall, the Moody 
Center, flanked on both sides by ex- 
cellent hoteis, the Galvez and Buccaneer, 
... at the heart of Galveston’s beach, 
all three completely air conditioned. 


The Convention Center. New standards are set by the 
Moody Convention Center. Every desirable facility has 
been tested and provided to assure maximum efficiency 


Exhibit Hall. 31,000 sq. ft., divisible by folding walls. 200 
booths, Auto entrance from street. All utilities, 2,500 sq. ft 
lobby and vestibule, check room, drug stores 


fuditorium. 19 A80 sq. ft. 5 level terraced. Divisible by 
folding walls. Capacity: meetings 3,500, banquets 
2.500. 50 exhibit booths. 90’ x 50’ stage: scenery loft, 7 
dressing rooms, theatrical lighting, auto and loading ramp 
from street. 6 meeting rooms. 4,900 sq. ft. dance floor 
Two way escalators. Closed circuit TV, big screen proper 
i tion, broadcast facilities, projector, public address and 
t tape recorder. Kitchen adjoins auditorium for quick food 
ae gy 
219 ~~ Gy y Hotel Accommodations. Immediately next to the Moody 
- Center, the Buccaneer and Galvez Hotels provide excellent 
accommodations (or up to 1,200 delegates Both hotels 
have been rehabilitated and refurnished Completely air 
conditioned, TV and radios, ¢ xceptional food and service 
are standard features Phe Galvez wimmin pool i 
available to guests of both hotels Pot il housing on Island 
for up to 3,000 delegate 


Factual File Folder. Comprehensive 
file folder giving all details, floor plans, SS } fs 


etc. of both hotels and the Convention a 
~~ 
{ 


Center gladly sent upon request. Write A 

to Convention Dept., Affiliated National WN. ; 
Hotels, P. O. Box 59, Galveston, Texas 

or call Galveston 5-8536. 


se alent Mationdl Ml 222: 


INDIANA: Indianapolis 
Galveston < “ 
NAN RADIOS—TELEVISION LOUISIANA: New Orleans he Ju 
eahorse, Jean Lafi and wows COMPLETELY AIR CONDITIONED 

the De NEBRASKA: Omaha 
*: f / 4d Ve Paxton WEW MEXICO: Clovis—rhe ¢ 
the Lubbock. Marlin — the Fa San inlet: dace led ater» / SOUTH CAROLINA: Columbia — the Wad 
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Angelo — the Cactus: San Antonio ow ver Sonae ee Han VIRGINIA: Mountain Lake 


ourts; Laredo—the Placa. Lubbock 


Chicago v wk 45) Cleveland Z 
Menger and the Angeles € vurt Mexico City 46-98-92 Galveston SOutt 5 ) n Lake; the Mont 


prepared books, study guides and film Each makes 
on the subject, other materials are 
d [hese include the Lacy Sales 


. 


3} a five-minute speech on ake. An interesting sidelight : in the 
a subject which was assigned the en 10 schools to date no two men have 
tire class the previous day. ‘lhe a had the same birthdays. 
Course and Dartnell books signed topics are on basic selling and The five-week Factory School is 
other subjects a wholesale salesman one unit in a 12-month training pro 
mass might use as an introduction to, o1 gram Westinghouse makes available 
demonstrations and homemaker parties aS a part of, sales meetings with his to all full-line consumer-product dis- 
require that the salesman be “good dealer 


on his feet.” ‘J herefore the men 


and film 


Dealer training meeting 


salesmen. tributors for training new salesmen. 

t I} > > . + R > ‘ 45 el P . ont 1 th > 
get 1 conference technique is taugh Lemaining weeks are spent in the 
a lot of training in public speaking. and used 


in the school each class distributorship working on  assign- 
e more opportunities tor pra es 


sion 1s DU minutes long, followed ments in accounting service, credit 
in public speaking, “Happy y a 10-minute break. One of these and stores, as sales assistant, and in 

was developed. Each morning is the traditional coffee break which order service, sales promotion, sales 
naine are drawn trom a hat also provides the opportun 


oO re operating and a retail store. During 
These lucky men are Happy Harrys ognize birthday annivet 


saries with the Factory School, trainees visit 
plants in Springfield, Mass., Bloom 
field and Metuchen, N .s and Mans 
field and Columbus, Ohio. 

Men are not permitted to bring 
cars to the school This rule devel 
oped from experience in early schools 
where it became evident that a car 
was a great nuisance most of the time. 
While following the school schedule 
all transportation 1s arranged by the 
taff and the class travels together. 
This includes airlines, Pullman and 
chartered bus for inter-city trips. At 
all plant locations transportation must 
be arranged between the hotel 
plant. 

They follow a tight class schedule 
8:00 am to 5:15 pM, five day a week 
with a half-day on Saturdays. A two 


SS perla live 


facilities, food and service! 
Acres of free parking space! 


‘i Vhal ; aw 45 


for conventions up to 250—meetings 
and banquets up to 2,000 


Preferred by most companies for their Northern 


° ° ° ° 7 Yours for the asking this complete 
California conventions, meetings and banquets! estas of avaliable business Glens... for 
sales training, and other categories, too 


COMPLETE RENTAL AND PROJECTION 
: SERVICE IN ST. LOUIS AND 40 OTHER 
FINEST Hotel One of MAJOR CITIES 
Resort California's SWAN K’S 
Hotel in Finest INC, 
hal , Q ‘ Ray Swank, Pres. 
San Francisco esor , 
; ‘ 621 N. SKINKER « ST. LOUIS 5, MO. 

, OAKLAND-BERKELEY, CALI ' ; 

Bay Area Hotels PArkview 7-3630 


Just 20 Minutes from San Francisco 


niente tae THornwell 3-3720 les be » wa 
Managing Director Teletype OA 520 vs cak ia d wll ei, 
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hree-hou a cecal cael ioht 
or three-nour assignment eacn nigni 


answers the age-old question, ‘What 
do we do tonight?” 

As a check on the night study as 
signment, there is a “Quickie Quiz”’ 
Vhis writ 
ten test consists of four questions on 


gl 


first thing each morning. 


the night study material. Each ques 
tion correctly answered 


point for the student. Scores are reg 


Carns one 


istered daily on a bar graph. T'wenty- 
five such tests make a quota for the 
school period of 100 points. The 
chart creates a competitive spirit 
among trainees and <a great amount 
of interest among tactory personne! 
who make it a point to stop by the 
classroom to see how the men are 
doing. 

The chart is a steal from the sales 
chart found in each branch manager's 
office. Salesmen will live with such 
a chart the rest of their lives. Quickie 
Quiz makes one think thrice before 
taking a night off. 

Over-all program and operation of 
the school IS the responsibility ot the 
Sales Training Depart 
Products. Several 
product departments are allotted time 
on the program for their product pres 


Personnel 
ment, Consumer 


entations. ‘These portions of the pro 
gram are in the hands of the ndivid 


ual product sales training managet 


APPETIZER 


Incentive travel program? 


Entice your contestants with 
a taste of Paris, Hawaii, the 


Caribbean. 
How? 


A "Magic Kickoff 


Party!" 


Carpet 


Just one of the jobs we do 
with creative entertainment. 


ss 
OL Du 
HOWARD LANIN 


Industrial PRESENTATIONS 


Division of Howard Lanin Mat., In 


113 West 57th Street, New York 


in the general format of the school. each 
They assign night study material, stu 
dent presentations and factory trips 
along 
products 


ment 


trips, each concentrating on one prod 


ing managers also prepare the written on their special fields 
quiz ovel their portion ot the pro 
gram, as well as the four questions 
tor each Quickie Quiz falling within 


I hey have complete freedom with their scheduled time lime allotted 


product varies 


assembly lines making the Quickie Quiz, Happy 
} 


being studied at that mo 
half of most days 


I his method sets up several short Importance of the program ts 


in preference to one grand tout ple always are ready 


two o 


uct is on the program ill members 


Avwilable;No Chaige 


Now you can add an expert to your staff to handle one of your 


important problems .. . at no cost to you. 


The problem of finding the right location for those important sales 
meetings or other group functions can be hand!ed by one of the 
country’s most qualified and respected hotel experts. He directs 


a staff of specialists trained to find exactly the facilities you need. 


Howsep F, Ducan knows sales, knows hotels, and knows what 
meeting planners need. His organization is geared to give you im- 


mediate and personal attention for all your meeting-site problems. 


HOW CAN IT BE DONE FREE? 


You pay nothing. Howarp F. Ducan, Inc., works with the finest 
hotels to get the best possible facilities at the most reasonable 
cost. You will probably pay less if you take advantage of the 


services of Howarp F. DUGAN, INC. 


Try this service next time you plan a meeting. A letter or call 
will secure the services of a hotel-facilities expert... No obligation 


and never at any cost to you! 


For Information 
and Reservations 
write or call 


any of our offices 


SALES CONSULTANTS 


IN CHICAGO 
77 West Washington Street 
CEntral 6-3446 


IN NEW YORK 
230 Park Avenue 
MUrray Hill 4-0004 


IN WASHINGTON, D.C. 
927 15th Street, N. W 
District 7-1188 


basic selling take the first hour and 


the department appeal several tim 


Longest tink 
given a single department is 18 hours 
divided over a three-day period 


Harry and 


i 


noted 
in the fact that top management peo 
to take the tu 
through the entire plant. Sales train to prepare and present a discussion 


ai 


During the 


three days an individual prod 


| 
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only DuKane 


gives these features in 
a sound slidefilm projector! 


@ DuKawe reo! wine 


film for ne } keeps 
. ry } rs 


@ DuKawe je7 Aire 


@ DuKawe SCRATCH PREVENTER ol 


of film, me riginal t 


The new DuKane “Micromatic” Sound Slidefilm 
Projector is the last word in audio-visual training for 
offices, shops, factories, schools and churches 

It delivers up to 22 minutes of a fully 

automatic presentation | 


kor details write SV 


* TuKane 


CORPORATION 


St. Charles, ! nos 


Projector rece 


player, scieen 
proneer” electronics specialist ords, film, lenses an 
and manufacturers of sound sys extension cord fit in 
tem audio wsual devices, in a luggage. styled 
briefcase. Light 


weight, compact! 


tercon telephone systems and 


electronics-for the armed forces 


CONVENTION MANAGERS! YOU'LL 


INCOMPARABLE 


Mount ishing 


WIE 
BRETTON woops 7 i SITE OF THE WORLD 
FAMED INTERNA. 
NEW HAMPSHIRE ofthe, TIONAL MONETARY 
CONFERENCE 


Welcome to a world where every 
service you can possibly foresee has MORE COOPERATION 
been anticipated and prepared for 


you in advance. We pride ourselves MORE FUNCTION ROOMS 


in offering you the most attentive 


convention staff in the business .. . MORE FACILITIES 
and such facilities as: GOLF * RIDING * TENNIS 
@ 1000 capacity Grand Ballroom aenee, > SNES ° Fm 


® Dining accommodations for 800 
@ 10 large size meeting rooms MORE PLANNED FUN 
@ Internationally 


os WRITE including dancing 
famous cuisine 


TODAY! to 2 orchestras in our new 
COLONEL RICHARD B. FREDEY cocktail lounges |! 
Managing Director 
MOUNT WASHINGTON HOTEL, BRETTON WOODS, NH 
CONVENTION SEASON: MAY to OCTOBER 


Fach speaker works from an out 
line he has prepared. At the begin 
ning of the session, each student is 
given an outline. On the left side ot 
the page the speaker’s outline is re 
produced. Right half of the page is 
for the student’s own notes or points 
developing from the open discussion 
on the subject. ‘his format assures 
that there will be no errors in copy 
ing figures trom a chart, because the 
hart has been reproduced as a part 
of the outline. Another advantage is 
that the student's attention is not di 
verted from the speaker in order to 
Opy chart information into his notes. 

Ihe student is given a special ring 
binder for each group of products 
such as refrigeration specialties and 
lamps, to mention two examples. In 
them he puts his outlines, study mate 
rial, specification sheets, and so forth. 
At the end of the school he has a six 
foot reference shelf for future use in 
the field. Students report that they 
make good use of these books when 
they are assigned territories of their 


own 
Rugged Schedule 


Lhe s ( a rugged one 
livery minute 1 ounted for. Prob 
lem is how t v all the material 
Squeezed in. roduct departments 
continue to ask for more time on the 
program As a result of this abun 
dance of material, the show goes on 

if the ceiling is zero and the 
speaker from Pittsburgh cannot 
Standby material is moved in 
and the school proceeds without 
Ing a beat 

ach student on the pay roll of an 
ndependent d butor or the con 
pany’s distributing subsidiary, West 
inghouse Electric Supply Company. 
While attending the school they are 
given a per diem for meals and mis 
cellaneous expenses. Hotel and tran 
portation during the five weeks is 
charged to the school and then billed 
through company accounting to the 
individual distributorships. Westing 
house International Co. has enrolled 
tudents from New York City head 
quarters ofice and from overseas dis 
tributors and licensees in Colombia 
S.A., Venezuela, Australia, ‘Thai 
land, Iraq and Japan. ‘These students 
entertain the class with Happy Harrys 
and product demonstrations in the 
native lang lage 

\ program of thi ength requires 

lation and vice to hold interest. 

udent participat on contributes most 
] 


r¢ 
ZOal 


toward this 


the product sessions as organized by 


the several sales training managers 


some variation in 
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PICTURE YOUR SALES MEETING OR 
CONVENTION AT THE CARIBE HILTON 


An exciting Caribbean holiday awaits you and 
your family at the glamorous Caribe Hilton in 
colorful San Juan .. . only three hours from 
Miami, five hours from New York. 


Here, in an enchanting island setting, you will en 
joy delightful days swimming in the ocean or pool 
(private beach and cabanas at front door), fishing, 
sailing and playing tennis. Evenings you'll dine 
and dance in the gay Club Caribe. The air-con 
ditioned Caribe Hilton has 300 rooms, each with 
bath and ocean-view balcony. A new wing with 
100 rooms will be ready in December .1957 


Plan now to visit The Caribe Hilton! 


Travel does not involve passport, customs New o fork 
‘\ 


or currency exchange problem 


After your Miami convention is adjourned 
vacation at the Caribe Hilton 


A Grand Award for Salesmen it's a 


real sales incentive to spark any contest 


and make every man double his quota SAN JUAN + PUERTO RICO - USA. 


For information or literature: Joseph J. Case ale Manager, Hilton Hot 


Ihe Waldor{-Astoria, New York 2, N. 9 Telephone MUrray 


Here’s why more convention-goers are 


GOING EASTERN! 
2 


~ Only Eastern 


serves all these 
@ Eastern offers complete convention travel services — group plan ° os 

ning promotion and follow through All de tails will be take n ‘ convention cities: 

care of for you. Convention experts available in 116 cities on the Miami-Miami Beach « Tampo-St. Petersburg 
East svste é 

pee ge Jacksonville * Orlando * Daytona Beach 

popular vacation areas are only hours away when you fly Eastern! West Palm Beach * San Juan, Puerto Rico 

Leaders of groups of fifteen or more are our guest: Washington, D.C. ° New Orleans 


For full details: write or call Convention Manager, Atlanta . Atlantic City - San Antonio 
Eastern Air Lines, 10 Rockefeller Plaza, New York 20, N.Y or your local : : 
Eastern Air Lines Office. Houston * New York * Chicago * St. Louis 


EASTERN Air Lines (7) 


95% OF THE NATION’S CONVENTIONS ARE HELD IN CITIES SERVED BY EASTER 


JULY 5, 1957 


Let us pl ina post convention trip for your group America § most 


Heo 
Jake 
Wour Peck of the 
BIG 5 HOTELS 


BERMUDA *® NASSAU 
POCONOS *® CANADA 


=, 


for Meet 
Incentives 
of top resorts with 
ountain ake or e% e heache 
Finest for cuisine, accommodations, sports 
Tac { ard emit a4itinent 


THE CASTLE HARBOUR HOTEL 
HOLM, KEACH & YACHT CLUB 
Tucke flown, BEMMUDA 
Island large Seanide He 

Howard FF. u Gien, Mg 


FORT MONTAGU BEACH HOTHI 
A Al in the HAHAMA 
xury Hote 4 4 
ni he 
Gen, M 


Onwar 


BERMUDIANA 

hn, BARMUDA 

! t n the hew Ha 

{ t I> ' fier 1 

SPLIT ROCK LODGE AND CLUE 

WHITE HAVEN, KD, Vt vi 
Sports. Center of the Poconos’ 
Hig Houle nh Lake Ha mn 

M\ am D. Herrmann, Gen 


THE ALPINE INN AND COTTA 
PROVINCE OF QUEBKE 
Deluxe Log Chalet and ¢ 
la Hivie lu N ! 
Ht Gibb Gibson 
! Detal pecia ates from 
WILLIAM 1 WOLFE OWGANIZATIO 
hey nia 
pith A N. ¥ 6140 1114 
i n, Cl Cleveland, Phila 
M ! 
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7 DISPLAYS 
Jf PRESENTATIONS 
of EXHIBITS 


VISUAL AIDS 
make IDEAS effective 


*Check List of Services 
(Satisfaction Guaranteed) 
[] PuorocraPpuy 
Giant Prints 
Cutouts 
Translites 
Photomurals 
Copy Photos 
[] Orrser PRINTING 
Color Litho 
Planography 
[] PuorosTats 
Enlargements 
Reductions 
Perspectives 
True-Tone 
RCS delivers Top Quality 
reproduction, FAST service, 
at reasonable prices. 


PREE! Clip this Ad! 


Attach fo your letterhead, and new price | 
lists will be rushed to you, with booklets , 
“How to Use Reprints’, "Make Mine King 
Size", and ‘Stunts With ‘Stats” 


lids 


17) WACKER DRIVE =GUCASO A HA. PHONE STore 2.9977 
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YOUR QUIZ QUOTA? 
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QUIZ SCORES are recorded on chart which is prominently displayed. 


add variety. Range Department, for 
example, includes a “Tuff Guy” meet 
ing in its program. In it, men learn 
more about the range by preparing 
their own meal. Electric Housewares 
Department has a similar luncheon 
prepared by the men on portable ap 
pliances, “These cooking demonstra 
tions are the same as those the men 
will conduct with their dealers’ sales 
men in the field. And, of course, each 
man makes the famous sand test with 
the Laundromat. Frequent brain 
teasers on subjects far afield and the 
humorous situations developing dur 
ing a student’s first demonstration add 
further variety and spice to the class 
schedule. 

A salesman’s success depends on 
more than product knowledge and 
His is a 


competitive endeavor and the winne 


pust being in the territory. 


is the man who can be 100% alert 
every minute he is in the territory. 
Since many salesmen fail because pet 
sonal financial problems keep them 
from being 100% alert, trainees head 
a guest speaker on the necessity of 
good personal financial management 
This unit is a regular part of the 
school because the men who heard it 
for the first time voted to have it 
become a regular feature. A second 
arv value is that salesmen with good 
financial programs have a goal to 
strive for over and above day-to-day 
needs of themselves and their fami 
lies. 

School’s staff is ready at all times 
to handle any sort of personal prob 
lem or emergency. Papers for the sale 


of a house and absentee ballots have 
been notarized. Problems involving 
broken eyeglasses and dentures and 
emergency medical care have been 
handled with dispatch. (One man 
confined to his bed for a day took the 
Quickie Quiz over the phone.) Plant’s 
toolmakers and welders have been 
a leg brace. A 
staff member’s brief case always con 


called on to repair 


tains a collection of medicants. 

First class convened in Mansfield 
on Sept. 28, 1953. Class No. 10 was 
graduated last March 29. Although 
some classes have had 30 to 32 mem 
bers, 25 is considered optimum size 
This permits a maximum of individ 
ual attention and practice in demon 
strating product. ‘To provide still 
more time for student presentations 
the class is divided into two teams for 
most student demonstrations and 
Happy Harry speeches. 

Of the men who have received this 
two-thirds 
were recruited on the college campus. 
Westinghouse Educational Dept. re 


training, approximately 


cruits men for the company’s owned 
distributorships. Remainder are hired 
directly by the branches or are young 
men who have been working in a 
branch and who show sales potential 
This flexible selection method per 
mits any young man in the branch 
to work toward the opportunities of 
fered by this training. 

Each trainee has several private in 
terviews with staff members. These 
are tor the purpose of solving any 
problems and 


personal suggesting 


SALES MEETINGS 


No Competition 
For Attention 


And everything to insure a per- 
fect meeting on our 3500 acre 
estate atop the Poconos. Groups 
of 300 will find attractive meeting 
rooms, comfortable accommoda- 
tions, superb bar and banquet 
service. All winter and summer 
sports. Only 100 miles from New 
York or Philadelphia. 


Prospect 1-7827 


POCONO MANOR 


POCONO MANOR, PA. 


JOHN M CRANDALL, General Monager 


We're proud of our reputation for hav- 
ing served successful meetings of all 
sizes. Complete convention facilities. 


SOON! 


JULY 5, 


Now building large motor hotel addi- 
tion with suditorium and exhibit area 
t accommodate well over |,000 people 


1957 


means of personal improvement. 

During this first interview the stu 
dent records a short sales presentation 
on a tape recorder. ‘This is preserved 
and compared with another 
ing he makes at the end of the school. 
‘The improvement is a source of great 
satisfaction to both the student and 
the staff. 


rec ord 


Make Suggestions 


During the last interview students 
are asked to suggest ways to make the 
next better. ‘he program's 
continued improvement is due to their 
suggestions. About two years ago the 
course was cut from six to five weeks. 


school 


This resulted from student suggestions 
for Saturday sessions which had not 
appeared in the original scheduling. 

‘The schedule does in itself provide 
tor some interesting diversion. During 
the sessions at Bloomfield and Me 
tuchen, N. J., a week end permits 
visiting New York City. The class 
visits the CBS Studios where “Studio 
One” 


cast and meet their favorite saleslady, 


1s produc ed. ‘They see the tele 


Betty Furness. Each receives an auto 
graphed photograph of Betty. 

‘The school officially 
stag dinner for 


ends with a 
the class and a few 
selected guests from the local plant 
and representatives of top headquar 
ters Management, one ol whom is the 
speaker for the 
‘There always have been 


scheduled evening 
a lot of un 
scheduled speakers, since each mem 
ber of the class contributes to the 
“graduation exercises.’ Presentation 
of a wall plaque attesting to the indi 
vidual’s successful completion of the 


school concludes the program. 
Wrestle With Reports 


then wrestles with the 


report which must be 


‘The staff 
comprehensive 
submitted to the top distributor man 
agement on €ac h trainee. Report in 
cludes a chart showing all written 
quiz scores and Quickie Quiz scores 
for each man, along with averages 
and the man’s standing in the class 
A personal evaluation of each man is 
prepared by the staff. It covers per 
formance on written quizzes, class 
room presentations, personal ippraisal 
and recommendations for further 
training and subsequest assignment. 

‘The company is well pleased with 
the results of the program. Our plan 
is to give every new salesman this 
training and to conduct factory schools 
in the field for 
already on the job. 


those older sales men 


The End 


Vrginia's B 
urginia $ lest 
Finest Meeting Facilities in All of 
Virginia Are Yours in These Expertly- 


Managed and Tastefully - Appointed 
Hotels, 


fe John Marshall 


Fifth and Franklin 
RICHMOND, VIRGINIA 


AIR-CONDITIONED vows Reem, es mele 
lobby fleer, seats up te 1,000. 


AIR-CONDITIONED Patrick Henary-Stonewel! 
Jackson Reom (600). 
AIR-CONDITIONED George Wythe Roem (150). 


ROOF GARDEN accommeodetes 500. 5 additions! 
AIR-CONDITIONED CONFERENCE ROOMS. 


$00 OUTSIDE ROOMS, EACH WITH 
PRIVATE BATH. 


FOR RESORT CONVENTIONS 


/ 


“ 
wn Ss 


si 


Chamberlin 


The Largest and Finest Hotel on 


Virginia's East Coast 


AIR-CONDITIONED Virginia Room (400) 
AIR-CONDITIONED Hampter Room (425) 
AIR-CONDITIONED Monroe Room (125) 


AIR-CONDITIONED Chesepeate Room (30) 
Root Garden 


300 Beeutifully Furnished Rooms, Ali Outside, 
each with privete baths. 


OPEN ALL YEAR 


T ormann wore wr | 


RICHMOND HOTELS, INC. | 
| RICHMOND, VIRGINIA 


HOTEL KING CARTER 
250 Reoms. Rates from $3.50 


HOTEL RICHMOND 
300 Rooms. Rates from $4.00 


HOTEL WM. BYRD 
200 Rooms, Rates from $4.25 


Write for FREE, Interestin Brochure 
Giving Full Convention Facilities in De 
5 tall and Fioor Pians! 


4 TWX Connects ali 5 Hotels 
Esteli 6 ARAM i EL 
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HOME IN THE CLOUDS" could be seen from any part of the exhibit area. 


‘Home in the Clouds’ Packs ‘Em In 


Imaginative promotion builds heavy attendance for elec- —“!««trical industry leaders and repre 
sentatives of Cincinanti’s three daily 
tric living show. Cincinnati newspapers stage contests for — newspapers — Enquirer, Post and 
T'imes-Star. (Newspapers co-spon 


occupants of house. Women's groups tied into promotion. sored the exposition in conjunction 


Q)ne imaginative idea is worth a 

thousand press releases to publicize 

your trade show or exhibit. Work on 

getting a good idea and the rest of 

your promotion will come easy. 
Cincinnati Electric Living Expos 

tion used a completely transparent 

plastic “Home in the Clouds,” sus 

pended from the ceiling—with people 

living in it and enjoying all modern 

electric conveniences—to focus atten 

tion on the city’s first electrical show 

in 28 years. Idea, brainchild of EE. W. 

Hodgetts, director of promotion, ad 

vertising and public ity for Cincinnati 

Gas & Electric Co., evolved out of a 

series of meetings convened to find a 

‘spectacular.”’ . ges a 
Artist's conception of the home was COUPLE had to be in the house during evening hours 


quickly put together and presented to Women wore slacks and both wore sneakers or socks. 
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only in 


Washington, D. C. 


the nation’s leading Convention City... 


S32 p tA 


All 


ie 


The D.C. Armory 


for conventions, trade association shows, 
industrial and commercial exhibits. 

Largest exhibit space in the nation’s capital, the 
D. C. Armory has 76,000 sq. ft. of unobstructed 
floor space—all on one floor. An additional 65,000 
sq. ft. on lower floor available on request 

In addition to its convenient location, it offers 
complete convention and exhibit facilities, plus 
many other features. 


rite Arthur J. Bergman, Manager 


NATIONAL GUARD 
ARMORY 


2001 East Capitol Street; Washington 3, D. C 
Lincoln 7-9077 
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WHEN 
CONVENTIONS 
COME 
MARCHING 
OUR 


The entire staff of the Hotel 
Thayer stands at attention. 
In reviewing our services, 
you'll find: 


IDEAL LOCATION 
.. . 50 miles from 
New York City on the Military 
Reservation of the United 
States Military Academy 


TRADITIONAL HOSPITALITY 


... thoughtful comfort from 
the moment of welcome to 
time for leave-taking 


PRIVATE FUNCTION ROOMS 
... for groups of 20 to 400 
persons iediaien the spacious 
Crest Room and smaller 
meeting rooms 


BANQUET FACILITIES 


... superb food and fine 
drinks, artfully prepared and 
served in a gracious manner 


ATTRACTIVE ACCOMMODATIONS 
... 196 guest rooms in addition 
to comfortable quarters for 
172 persons in dormitory 
rooms 


“AT EASE” HOURS 


.. . guided tours of historic 
West Point. Sports and 
recreational activities nearby. 


For rates and information write to 


William R. Ebersol, Manager 


VU. Ss. 
HOTEL 
THAYER 


WEST POINT, NEW YORK 


with Cincinnati Electrical Assn. and 
Cincinnati Gas & Electric Co.) 
Newspapers each conducted a con- 
test to find a couple to live in the 
the Clouds” during the 
show, with each paper following same 
Readers were 
invited to complete the statement: 
“We would like to live in the ‘Home 
in the Clouds is 
less, and enclose a recent photograph 


“Home in 


rules and regulations. 


in 25 words or 


with a coupon ¢ lipped from the paper. 
ach paper handled judging of its 
own contest and each selected one 
couple to represent its readers. 
Contest appeared in the 


[enquirer and Times-Star as part of a 


( oupon 


large ad to publicize the exposition 
and give contest rules. Post featured 
coupon along with daily stories and 
pictures covering all phases of the 
Keach paper ran the 
and contest promotion 
weeks. ‘Total of 
received, 


show. coupon 


about two 


3,600 entries were 


leach of the three winning couples 
had to live in the home for three con 
2 to 10 pm each 


( ould be 


secutive days, from 
day. Kither husband or wife 
present during show hours, but both 
had to be “at the clouds” 
during the evening hours, from 6:30 
to 10 pm. Wife was required to cook 
two meals Cal h day 
plied by Home Service Department 
of CG&E. 

(jreat care was taken to approxi 
mate normal living conditions. Gro- 
ceries, papers and milk were delivered 
day. Couples could entertain 
friends, play cards or look at televi- 


home in 


trom menus sup 


each 


sion, 


Because floor was also transparent 
women had to wear slacks. To avoid 
scratching the floor or slipping, cou- 
ple wore rubber sneakers or took their 
shoes off. Guests were limited to two 
at any one time. 

I’xposition visitors could not enter 
the house, but could talk to the win- 
ners via a closed-circuit television 
system. 

At Exposition’s close each couple 

$1,000 in electrical appli- 
16 in all. During show, items 
were on display at the Cincinnati 
I:lectrical Assn. booth for visitors to 


received 


ances 


admire. 

Publicity mill was grinding for 
many weeks before the show. Bill- 
boards and car cards were used first; 
later, newspapers, radio and television 
joined the fold. Cincinnati Mayor 
Charles P. Taft officially proclaimed 
the week of the show, “Electric Liv- 
ing Week.” Mayors of 42 outlying 
communities joined him. 

Greater Cincinnati’s women’s or 
ganizations were invited to see the 


“Home in the Clouds” during the 2 


to 6 PM period—usually an off time. 
About 75,000 coupons were sent to 
1,500 different organizations. Cou 
pons had to be turned in during 2 to 
6 pm period. Each day five coupons 
drawn and electrical gifts 
At the end of the show two 
those or 


were 
awarded. 
coupons were drawn and 
ganizations each received $100 for the 
club treasury. All coupons were re 
deemable at five cents each at the end 
of the exposition. Clifford G. Baker, 
CG & E sales promotion department, 
heavy response from the 
ladies, and trafic for what 
might have been a dull period. 


reports a 
heavy 


TV Stations Tie-in 


Local television stations participated 
in the selecting their 
station’s ““Most Electrifying Person 
ality.” ‘Three women selected received 


promotion by 


plaques in ceremonies on their tele 
vision programs. 

Public library 
ing a display of early 
books on electricity. Display included 
patent for Marconi’s 
graph and Edison's electric lamp—all 


joined in by featur 


patents and 
wireless tele 


focusing attention on “electric liv 
ing.” 

Job of constructing the plastic home 
was given to American Sign Com 
pany. Home was built of aluminum 
beams with 14” plexiglas side pieces, 
measuring 4 ft. by 8 ft. Metal wires 
attached to the ceiling held the house 
aloft. 

Elevator, installed to transport peo 
ple to the house, was an electrically 
operated elevator sold for home use. 

More than 75,000 people visited 
the show during its nine-day run with 
interest in the ‘Home in the Clouds’”’ 
reported very high. “Majority of 
visitors headed for the ‘center stage’ 
first thing to see the house,” 
ments Baker. “Important factor was 
that show visitors were not detracted 
from exhibitors’ booths. ‘They could 
see the attraction from any place 
any time.” ‘ 

Summing up the value of the 
“Home in the Clouds” in the show 
promotion, J. R. Hartman, CG&I 
vice-president and general chairman 
of the show, says, ““We feel that the 
‘Home in the Clouds’ was a tremen 
dous factor in getting people to attend 
the show. 
gimmick, but was something so very 
different and unusual that people just 
had to get out to see it. No matter 
how good a show is in itself, you still 


com 


It was more than just a 


need something ‘spectacular,’ an at 
tention-getter, and the Home in the 
Clouds was all that, and more.” 

The End 
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" " 
it’s a natural! meeting rooms on one floor 
e gs f 
arranged for maximum convenience. 


The Baker Hotel, ideally located in the 


heart of cosmopolitan Dallas, gives you 


unexcelled convention facilities and 


will enable your convention to function 
smoothly and efficiently 


English Room—dining, 85—meeting, 125 

Tally-Ho Room—dining, 45—meeting, 50 

Camellia Room—dining, 35—meeting, 40 

Rooms, 1-2-3—dining, 135—meeting, 150 
Fach room individually will accommodate 
45 for dining and 50 for meetings 

Room 4—dining, 30—meeting, 40 

Room 5—dining, 50—meeting, 50 

Crystal Ballroom and Lounge 

’ dining 300—meeting, 1,500 

Texas Room—dining, 185-—meeting 


Completely air conditioned 
Drive-in Motor Lobby 


&. y= Affiliated National Hotel ™ 1 sph —h = 4 9 TV and radios @® Central Location 


ALABAMA Mobile—the Admiral y00d, Dallas—the Baker and , 
AFFILIATED Semmes, Birmingham—the Thomas ravis; El Paso—the Cortez oe iw 
NATIONAL jefferson. WASHINGTON, D. C Pg cna cage N 1.694 AYES 
the Washington. INDIANA: In  ‘ ptr ag btn adie ee 
dianapolis—-the Claypool. LOUIS! eahorse, Jean Lafitte and Core Ch ' 
HOTELS ANA: New Orleans—the Jung and ado Court; Laredo — the Pi _ 
the De Soto Mapes: Omaha - the Lubbock Mexico City 
e Paxton XICO: Clovis e lis; San An —the ( 
AIR CONDITIONED the Clovis. SOUTH CAROLINA S; San Antonio— i tee od Washington 
TELEVISION Columbia—the Wade Hampton the Angeles Court : ven ~ 
RADIOS TEXAS: Austin — the Stephen f Mountain ice — ‘the Slounienn Sueetens 


Austin; Brownwood — the Brown Lake; Norfolk—the Monticello Galveston 


Arrive Fresh'n Ready 


via Delta's Golden Crown DC-7’s, 
‘Flying Scot’’ DC-6's & DC-7's 
and Convair Metropolitans 


Your convention’s off to a flying start on 
Delta! Specialists in handling large and 
small groups, Delta will help stimulate 
attendance by contacting members on air 
travel, and mailing brochures. A wide 
choice of fares and services on Delta. 


You're in the best of hands 
when you fly Delta. 


Call your local Delta Sales Office or wrile to 
Convention Bureau, Delta Air Lines, 


/ 
Atlanta Airport, Atlanta, Ga. vt ee 


JULY 5, 1967 


Choose the 

é, 
Mhourlain 
ott Octuan 


for your next meeting ! 


: =“ 
In Suburban Chicas 
on Lake Michi 


gal 
a 


HOTEL MORAINE 
Highland Park, Illinois 


— | 


Atop be autitul . 
| BI pidg Mountal 
sJuec WIG 


— 


stor 


— 


On hi 


OCEAN FOREST HOTEL 
Myrtle Beach, South Carolina 


Each hotel has: convention facilities 
for 300 air conditioned meeting 
rooms private swimming pool 

nearby golf. Operated and managed 


by Richard S. Wright and Larry Boyle 


Address inquiries to Hotel Moraine 
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How Bankers Become 


Good Speakers 


Are members of your association 
frequently called upon to make 
speeches or explain your industry to 
clubs and organizations? You can 
turn every speaker into a public rela 
tions representative for your group 
and perform a welcome service for 
your members—at little or no cost 
to you. 

‘Take a tip from the American 
Bankers Assn. and provide a speech 
service for your members. ABA offers 
sample speeches on 46 different sub- 
jects, charging 75 cents each. 

Keyed to bankers’ needs, speeches 
range through most aspects of bank- 
Titles available 
System at 


ing and economic S. 
include “Our Financial 
Work,” “Keeping Farm Financial 
Records,” “Banks in Action,” “You: 
lamily’s Future,” and 
‘Pay for a College Education.”’ Some 
speeches are keyed to particular audi 


Financ ial 


ences such as farm groups, high school 
businessmen’s and women’s 
Descriptive brochure 


students, 
organizations, 
sent to members tells about the sub 
ject matter in each speech and notes 
the audience for which it is intended. 

ABA, sensitive to pressure on mem 
bers for authoritative and informative 
speeches on banking subjects, has tried 
several speaking aids over the years 
including series of little booklets on 
speaking techniques, and encourage 
But prob 
lems was one of getting specific help 
to an individual banker for a_par- 


ment of speakers’ bureaus. 


ticular speaking engagement, reports 
Dwight J. Townsend, assistant dire 
tor, ABA News Bureau. 

Added difficulty was that a banke: 
tends to be a specialist in a particular 
aspect of banking such as credit, trusts 
or mortgage lending. If speaking in 
vitation came trom a group, not espe 
cially 
cialty, banker might have to do a lot 
of research before he came up with an 


interested in his specific spe 


Ac eptable spee h. 
“In addition,” 
bankers are just poor 


points out ‘Towns 
end, “some 
speech-writers—real or imagined.” 
Majority of banks are small institu 
tions in small communities and have 
no professional help on which to call. 

ABA's answer to the problem was 
the association’s speech service. With 
it, a banker has only to consult bro 
chure, pick a subject and check to see 
if the speech will fit his particular 
audience. 


Although service is not new, it was 
expanded three years ago and new 
speeches are added from time to time. 

Sample speec hes, con plete with out 
line, can be used exactly as supplied 
by the service, although ABA urges 
some personalizing on the part of the 
speaker. Most manuscripts run from 
20 to 30 minutes. 
provides user with suggestions on pub 


Association also 
licizing the speech locally. 
Written by Specialists 


pee hes were written for ABA by 


specialists in the various subjects. 
Some were done by top-flight bankers, 
others by professional writers and col 
lege professors, and still others by 
speech-writers on the association’s own 
staff. 


considered a cost of the program. 


Fees of outside writers are 


Service is self-supporting at the 75 
cent charge, including cost of print 
ing, handling, mailing the speeches, 
plus promoting the program among 
the association membership. Last 
ABA sold 8,782 individual 
speeches. Early this year, 10 new 
titles were added to the service which 


year, 


probably will increase total sales in 
1957. (ABA policy forbids sales to 
anyone but authorized bankers. ) 

Association recently broadened the 
program by adding slide films to illu 
strate two of the speeches—‘‘It Pays 
to Save” and “Popular Misconcep 
about Banks and Bankers.” 
Films are sold to bankers for $15 each 
with — slide screens 
available at cost. 

ABA suggests that the speaker dis 
tribute pertinent literature to his au 
possible. 


tions 


projectors and 


dience whenever Associa 
tion has many booklets and pamphlets 
Speakers are 
other 


on banking available. 
also urged to make use of 
sources as well. 

In conjunction with the speech 
service, association offers a manual on 
public speaking, “The Banker 
Speaks,”’ which is sold to bankers for 
85 cents. Manual goes into tech 
niques of speech-making and speech 
writing and makes suggestions on re 
hearsing, gestures, voice control and 
other essentials for effective speaking. 

Service might be imitated profitably 
by other Every well 
prepared speaker can be a good-will 


associations. 


ambassador for your industry or pro 
The End 


tession. 
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Tips on Speaking from “The Banker Speaks” 


Value of public speaking to you: 
-B Orgar zing facts and mmur ating that by 
dience helps you to learr think straight. 
yOu Geveior 
peaker 
pearine 


make y 


eader. 


What speaker should know about himself: 
1. Why you were chosen to speak? 
2. What you know that audience does not? 


ey 


3. Can you tell them what they want to know? 
4. What are y feeling the group i're addressir yale ] 
. ) 

What speaker should know about his speech: cf 

1. What the objective of the speech? é 

2. What is its central thought? the city 

3. Can you illustrate thought witt ies? . 
4. VV Tne A er > ir > Ar " 3S / : ‘ 
iE How lone are yeu ounecied te anaal? designed 


What speaker should know about audience: : 
“goes oH wv ceil Atal cctioieecalln for conventions 


y w Ula/ Mer rw uf 

C y polit 

2. Why 

Be Can you } ul 

4. What ad kr ir subject? 
What speaker should know about the occasion: \ cadena pn 
What time of day is it? tion of new, air-conditioned 
Who are other speakers, if any hotels in the world—more 
What is purpose of meeting? than 31,000 rooms. And 
What physical layout of + 1? Will there be distr ns with Miami Beach's ever- 
changing skyline, hotels 
are designed for convention 
How to organize introduction: coavenisace, from drewieg 
board to completion. Meet- 
ing rooms are available for 
them who you are. seating up to 3,000 persons. 


ou're speaking? 
y 4 


1. Tell them why you're here. 
2. Tell 


3. Tell them what to expect »f your speech. 


NEW MIAMI! BEACH 
Ways to develop central part of your speech: EXHIBITION HALL 
beads technique ss central idea as string and will have an overall area of 
, to illustrate it. 195,000 sq. ft. with a seating 
que states all the problems « capacity of 15,000 in main 
nts solutions in last part of speech arena with smaller meeting 
le rooms seating from 150 yo 
800... This new exhibition 
hall will connect with the 
present Miami Beach audi- 
mple way t sr eacNn part oT speecn in . torium, which has a seating 
capacity of 4,300, is located 
e develo Jeas in chronological order. within minutes of hotels, 
of view contrasts two different viewpoints and ’ stores and resort activities, 
ne against the other, to illustrate central theme. 


equence or res talk to get attention, « The Miami Beach Conven- 

faction visual and ‘ tion Bureau spends as much 
time serving your conven- 
tion as it does securing it. 


es familiar relationship to illustrate poir 


gue break up er tral idea into part 


Four danger spots for the speaker: 


1. Slow opening gives audience a hance to J lor details, write 


omernit — THOMAS F. SMITH, Director 

2. eS Miami Beach 
Convention Bureau 

Municipal Office Building 


Miami Beach 3 Fiorida 
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PART OF HUGE TURNOUT at Shrine Auditorium. Pfizer Labs and J.B. Roerig and Company Division were hosts to MD's. 


Imagine, Treating a Doctor As a Human! 


Pfizer Labs discovers that its non-medical activities for 


physicians outpull medical meetings. Latest program is 


a series of closed-circuit television programs. 


Payoff 


is in more time given to Pfizer salesmen by physicians. 


ee enough 
even days a week, Pfizer 
division, Chas. Pfizei 
takes revol itionary 
cal field 


doctor Its latest endeavors in 


oO In 
the pharmaceut steps to 
closed-circuit television broad 

ts of non-med al programs. 
Physicians appreciate being treated 
human beings,’ 
1. Bradley, director of sales and pro 
Pfizer Laboratories. “When 
approach, we 


explains ‘Chomas 


notion 
Wwe ought a new 
thought 


ibly upon 


phy ICLANIS might look favor 
something divorced trom 
nedicine—principally entertainment.’ 
| here were several motivations for 
eeking anew means of getting close 
icians. Doctors have less and 

time to read medical journals and 
lirect mail. ‘‘Harrassed physicians, 
yessed for time, are throwing most 
if direct mail into wastebaskets. They 
have to be selective in the mail they 
read,’ explains Bradley. In addition 


doctors have less time for detail men 


} 


salesmen from pharmaceutical houses. 


42 


PROGRAM PARTICIPANTS: Sen, Jackson, 
Lawrence E. Spivak, Eugene Lyons, May 
Craig, Gen. Collins and Louis Fischer, Doc 


tors in originating city could meet TV guests. 


ne to give 


tail men from more houses, physi 
ouldn’'t give enough attention 


myone else. 


Comparati e| 


Phizer o 


itical business 

rh . parent 
rs old, Pfizer Labs 
d to wait onventional 
notional methods to take hold 

We had find the method 
means of getting a iob done 
says Bradley. “If we did what 
petitors have done in the past 
years, it would take us 10 to 15 
perhaps 20 years.” 

Pfizer has moved fast. It is now r 
ported to be the largest producer and 
marketer of antibiotics. Much of its 
success may be laid to its new aj 
proach to physicians. 

While closed-circuit television has 
been last in a chain of new attacks on 
a physi 
Pfize 


hit upon golf tournaments because it 


the problem of fighting for 
cian’s time, golf was the first. 


found one out of three doctors play 
golf. (Among laymen it is one out of 
» ie } 
Pfizer detail men invited physicians 
to participate in local golf tourna 
ments sponsored by the « ompany. This 
was started SIX years ago. This ap- 
pealed to many physicians and Pfizer’s 
golf tournaments are still staged regu- 
larly. 

Because many doctors complained 


SALES MEETINGS 


World's largest and finest convention-resort hotel... 


INCOMPARAGBLE MEETING FACILITIES 


for up to 5750 people! Private conference rooms for 
10 to 50 — convention hall accommodating 3000 ! 


SUPERB BANQUET FACILITIES 

for groups up to 2500! 6 private dining rooms, formal 
dining room, casual coffee shop for fine food 

at popular prices. 


UNSURPASSED FACILITIES FOR 

FUN AND RELAXATION 

14 acres of oceanfront luxury—1000 foot private 
beach and Olympic swimming pool — Cabana Club 
— 4 cocktail lounges — exclusive shops — La Ronde 
Supper Club — Yacht Basin — 565 luxurious rooms 


ontainebleau 


ON THE OCEAN AT 4th STREET, MIAMI BEACH, FLORIDA 


For information 
write or wire 
Director of Saies 


BEN NOVACK 
President 


OUKE STEWART 
Manager 
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that they didn't golf, Pfizer branched Developing its program to treat Problems with lecture tours were 
out into turkey hunts, fishing excur the physician as a whole man, Pfizer two-fold: (1) Most of the experts 
sions in Colorado bowling tourna noted an interest in non-medical intel- sought could not devote the time to 
ments, clam bakes in New England, lectual pursuits among doctors, So it a tour; (2) It takes too long to reach 
barbecue in the South salmon fish hired lecturers to travel across the a majority ot physicians. ‘These lec- 
ing in Washington State, duck hunt nation to address meetings of physi ture meetings sometimes included a 
ing in Arkansa Local district man ians. These lecturers included Rob dinner. 
agers and F men ran these out ert Voegler famous for his trial and Pfizer turned to closed-circuit- TV 
ings on a non-commercial basis. ‘here mprisonment by the communists, and to lick the two big problems with le« 
was no shop talk. Aim was to have Sir Harold Scott, head of Britain's ture tours. It could get top names for 
detail men called by their first names Scotland Yard. It took a vear of one a single telecast because it meant com- 
by physicians in their territories. A night stands to cover the country paratively little time away from 
a phys clan with a lecturer. No commercial, aside normal activities for the guests. The 
more time in the trom the invitation from Pfizer as TV presentation could reach thou 
it products. sponsor, was tied to a lecture. sands of physicians in many cities at 
once. 
First experiment with television 
was a one-hour program originating 
from the Shoreham, Washington, D. 
C., last October. Called “Election 
1956,” this telecast covered 11 East 
CONVENTION PLANNERS WITH THE ern. cities with a program conducted 
by Lawrence E. Spivak with his 
Meet the Press associates, They 
my af a p ° oo | ” interviewed Leonard W. Hall, chai: 
—xecutive ( oucn man, Republican National Commit 
a - tee, and Paul M Butler, chairman, 
Democratic National Committee, on 
election activities 
KNOW THE WISDOM he turnout of | iclans—8 OOO 
and their enthusiasm for this pri 
IN SELECTING vate telecast of on-the spot news mak 


Ing prompted Phize) to adopt closed 


THE SKIRVIN ... circuit “TV as the new medium to 


. 
P ’ 
Why? Because the Skirvin is a proved Was ns 
success for conventions or sales meetings 


of any size. Fine food, handsome surround 
ings and comfortable atmosphere are the Largest Downtown Ballroom 
subtle, yet apparent, attractions at the 
Skirvin plus the cooperation of a 
friendly, experienced staff. And, the 
Skirvin’s new “Executive Suite,” a 
luxurious paneled room featuring a In addition to Washington's most spa- 
walnut table 32 feet long, is now 
available for smaller disting 
vished events . . . ideal for restored south ballroom—and nine 
- Board of Directors’ meet d 
FIVE HUNDRED . ings. Write for our additional meeting rooms—all air con- 
BEAUTIFUL ROOMS a detailed “Facts File.” 
COMPLETE AIR ee 
CONDITIONING <a 4 
CLOSED-CIRCUIT . adjacent garage Facilities are available. 
TELEVISION 


is now re-opened! 


cious ballroom, there is the newly 


ditioned. Dining and bar Facilities have 
been modernized and expanded. New 


All suites and bedrooms are air condi- 
tioned and furnished with radio and 
large screen television. Write for com- 
plete convention informations 


Richerd H. Nash 
General Manager 


Teletype WA-732 
Telephone 
NAtional 86-4420 


AW ABBELL HOTEL 


HOTELS 
OKLAHOMA CITY 


Broadway at Park Avenve DAN W. JAMES 
CEntral 2-4411 Teletype OC 532 President and General Manager 


14th Street and Pennsylvania Avenue, N. W. 
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reach physicians on a non-medical cently returned from Russia, Joseph competitors,” reveals Bradley. Detail 
basis. Swiatlo, torme! Polish secret police men work hard to plug the shows in 
To take advantage of this contact, official, and Nicholai Khokhlov, for advance. Local medical societies seem 
detail men—"‘‘professional service rep- mer Soviet intelligence agent. happy to cooperate on these programs 
resentatives —met the doctors as they Originating in Shrine Auditorium and usually send out invitations along 
entered the hotel ballroooms that Los Angeles, this program reached with Pfizer 
served as outlets for the telecast. Each 10,000 doctors in 16 western citi One reason medical 
detail man pinned on the badges for Over 3,000 saw the live telecast in this idea is that it draws 
the doctors in his territory. No com- Los Angeles. As the other telecast clans >a meeting than ; 
mercialism entered the program other sponsored by Pfizer for doctors only ciety meeting. It gives the 
than the simple statement on the this one drew between 506% to 80% ies a top-notch progran 
screen that the program was spon of physicians in all the cities to which p to with no commertial tic 
sored by Pfizer Laboratories. Detail it was beamed ise a possible adi 
men did not talk shop. It was simply “We outdraw seven or eight. to \Most recent 
another opportunity to build a closer one over activities sponsored by ou cuit telecasts wa 
friendship which leads to more time 
with less waiting-room heels cool 
ing—in the physician’s office. 
Dollar-wise this and subsequent 
telecasts cost about the same as the 
detailing cost for each physician at 
his office. An immediate result of this 
TV programming, according to Brad 
ley, was that his men were given more 
time when they called on physicians 
who had attended a telecast. 
Next telecast was in March. 
ject: “Is Revolution in the U.S.SR 
Possible 0 Impossible?” ‘The same 
“NTeet the Press Format” with Law 
rence Spivak and associates was used 
to interview General J. Lawton Col 
lins, retired chief of staff, Senator 


Henry M. Jackson (D., Wash.), re 


convention \ 


IDENTIFICATION 


BA D c S$ 3 eA ; unexcelled sport and recreational facilities, 


Combining the finest, most modern ac 


commodations for business meetings with 


The Greenbrier offers an outstanding loca 


ADVERTISING BUTTONS 
SOUVENIRS , i . tion for your next convention. The Green 
A ‘ / brier’s newly completed, air-conditioned 

¥ — ne , 


West Wing provides meeting rooms for 


Advertising Specialties 


BIG LINE, attractive, useful and prac- 
tical items. Key Tags, Rulers, Card 
Cases, Pocket Knives, Thermometers, 
Tape Measures, Spinning Tops, Ciothe, 
Brushes, Pocket Mirrors, Computers, 
Calculators, Calendar Cards, Biotters 
Signs, Letter Openers, and many other 
clever specialties for every occasion 


groups up to 1000 and includes such 
features as... a brand new auditorium 
with a 42 foot stage the latest P. A 
systems and projection equipment a 
theater with ( inemaScope screen and 
WRITE for catalog, samples, and |r , superb arrangements for banquets, Don't 


prices, stating probable quantities 
required. : overlook either, the marvelous sports and 


IAN ? recreational facilities, the courteous serv 
PARIS ice, comfortable guest rooms and wonder- 
NOVELTY COMPANY 


3510 So. Western Ave. 
Chicago, Ill. 
Manetacturers Since 1897 = 3. | Saiptoar Spvinen, 

our “ts, y ae ™ on enn | png run - 
4 ™ % aca Saye 9g MUEUCHOCCC 
it 
WHITE SULPHUR SPRINGS + WEST VIRGINIA 


ful dining that have made The Greenbrier 
world-renowned as America’s Informal 


Business ( apitol 
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ADD PERSONALIZED PUNCH 
TO YOUR SALES PROMOTION 


Advertise with 


GdveT IES 


fires-up sales and dealer pror 
conventions! for Executives, Salesmun 


Dealers Valued as business gifts! 


MILLER BEER 


“Adver TIES WILL BE SPECIALLY MADE to 
falthfully reproduce your Trade Mark, Slogan, or 
your Product Many progressive-minded con- 
certs, National and International, are requiar 
users of ‘'Adver TIES” 


This high-grade neckwear is de- 
signed to your specific needs on 
Regular or Bow Ties—styled with 
dignity’ or with the ‘unusual’ 
touch HAND MADE of high- 
est quality to give ‘zest’ to your 
sales program convention, new 
product, or any special event 


Write TODAY for details. Fur 
nish ad samples and give esti 
mated quantity 


AMERICAN 


NECKWEAR MFG. CO. 


Dept. MS 
320 S$. FRANKLIN ST 
CHICAGO 6, ILLINOIS 


as A , re % poe sailors, yr 


TRADE mage 


34,000 
SQUARE FEET 
angina” os 


OF AIR-CONDITIONED 
EXHIBIT SPACE 
at the 


rf 


Madison & Clark 
Chicago 


for business meeting, big show, 
convention of any size 


function room floor accom 
modates 50 to 2500 

900 exhibit rooms and exhibit 
halls for 1250 exhibitors 


46 floors; 1867 rooms; 
Over 1000 air-conditioned; 
the world's tallest hotell ; 


the Midwest and Southwest, originat 
ing in Chicago, The same interview 
format was used with Gen. Collins, 
Leon Keyserling, chairman of the 
President's Council of Economic Ad 
visors, and Vladimir Poremsky, presi- 
dent, National Alliance of Russian 
Solidarists. Entitled “Fight for a Free 
World,” the program explained how 
we fight communism. 

Some 1,700 doctors in Chicago saw 
the originating broadcast. Entire audi 
ence of physicians was 13,000 with 
transmission to 21 cities. 

At this telecast, Pfizer had a gift 
pack of new drugs on each physician’s 
chair. ‘This was the first “commercial” 
introduced into the series of non 
medical telecasts. ‘This test showed no 
objections to the sampling. “Based on 
shall probably 


use sampling at other shows,” says 


this experience, we 


sradley. 
To get complete cooperation from 
county medical societies, Pfizer sup 
plies them with promotion kits. 
Detail men are given kits, too, to 
promote doctor attendance. All invi 
tations include R.S.V.P. cards. 


on response 


Sased 
Pfizer can estimate re 
freshment or dinner service. 

“Our telecasts attract a larger at 
tendance of doctors than any othe: 
meeting for medical groups,’ Sradley 
claims 

‘These programs usually are put on 
Wednesday evening which seems to 
be when most doctors are free. 

Pfizer is the maverick of the 
yharmaceutical field. Its non-medical 
telecasts reflect its determination to 
be different. “The company, for in 
stance, back in 1951 started to give 
jobs to medical students in summet 
a new venture which pays off when 
the students become MD’s. Another 
innovation was to have its external 
publication to Spectrum, 
bound into the American Medical 
Assn. Journal. Still another new ap 
proach: Pfizer had its recent annual 
report made into a 16-page newspaper 
supplement and included in the Neu 
York Times, Chicago Tribune and 
Los Angeles Times. 


do tors, 


‘Technical aspect of putting on the 
closed-circuit programs were handled 
by MCI Division, Paul Klemtner & 
Co., Ine., Newark, N. J., and Visual 

New York City. 
idvertising agency 
specializing in ethical pharmaceutical 
accounts and has its MCI 


to specialize in 


electronics Corp., 
Klemtner is an 


Division 
audio-visual _ tech- 
niques. Visual Electronics supplies the 
equipment to the ‘IV showings. 

\ very complex set of emergency 
and standby equipment is always o1 
dered so that there is as little chance 
as possible of any breakdown in tech 


NEARBY 
: PENNSYLVANIA 
COMPLETE 


CONVENTION FACILITIES FOR 
MEDIUM & SMALL MEETINGS 


A fine hotel, equipped with every 
modern technical and physical aid for 
successful meetings, in a scenic set- 
ting, at the “top of the Pocono Moun- 
tains.” Rooms with bath, phone. Cot- 
tage accommodations available for 
greater privacy. Fine food. All sports 
facilities. Special Convention rates 
During past five years Skyline has 
established an enviable reputation as 
host to many nationally known Com- 
panies. (Names on request). 


90 miles from N.Y. and Philadelphia. 


the SKYLINE INN 


AND COTTAGES 
Mount Pocono, Pennsylvania 


Edward C. Jenkins, Manager 


AAhADASADAS 


America’s 


ee eee 


resort and spa 


The Homestead’s 17,000-acre estate in 
the Virginia Alleghanies ts one of the 
most delightful vacation resorts any 
where in the world. Superb facilities for 
golf, swimming and other sports. W rite 
for folder Group Mectings 


AND COTTAGES 
Hot Springs, Virginia 


Chicago ..MOhawk4-5100 Washington EXecutive 3-648! 


Cleveland. P Rospect |-7827 New York Circle 7-6940 
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ve facilities,’ explains Edward C. 
Rasp, Jr., manager, NCI Division. 
“Every reception point where a large- 


screen receiver is used, we _ have * 
enough 21-inch receivers installed to ’ . 

provide whatever size audience is in- a - bad 

volved with a good picture even if . . e e 


the big screen should break down at 


the last moment.” } ¢ BOOST 
This emergency system paid off 73 : 
during the last telecast originating j YOUR SALES! 
from Chicago in April. “We lost a 
television projector for the first time 
in our operation,’ Rasp reveals. 
“About an hour before program time 
the television projector caught fire and a 
was rendered completely useless. ‘The What's more, it can be tailored 
local audience saw the program be 
ause of the standby 21-inch receivers 
available.” 
' Choice of cities and availability of 
hotel facilities in them “is probably 
the most time consuming part of the 
closed-circuit network preparation,” 
according to Rasp. sates RONEY PLAZA 7 ACRES ON THE OCEAN AT 23rd ST. +» MIAMI BEACH 
“Because of the nature of closed 
circuit television, it usually is im 


portant that the program originate vs ogee 
Whe’ “1 A Ree) Mr. "K” Presents 
from some remote location other than 


a television station. The originating — 
1 television station. ‘The originating Sys YOUR KEY 


Right in pace for upping sales 
levels, the’ Roney Incentive Plan 


is a completely new, revolutionary 


idea for increasing business 


to fit your exact needs, Send for 
our Incentive Booklet on your 


company letterhead and learn the full 


details of this exciting method of 
making sales graphs zoom upward! 


Write G. DAVID SCHINE 
President, Gen. Mgr. Schine Hotel 


organization, a local ‘I'V station staff, : Acs _ 
sets up all lights and electronic equip- Osa 

ment during the day of the program, ZN TO BETTER 
Rasp explains. ‘The television pi: ( 
ture as it is finally set up by our ‘TV 

director, Wesley Kenney, is trans 

mitted to the local telephone company 

switchboard where it is interconnected 

with the American ‘Telephone and 

‘Telegraph Television Network. From 


Big City Facilities With A Small Town's Convenience 


there it is distributed to the various 3% The Midwest's best bet for sales meetings and 


places in the country whi h have been convention groups from 25 to 300 people 
ordered for this particular show. At 


the reception cities, the program is 
fed to the local reception building by 
the local telephone company. At this xt Air conditioned guest rooms and meeting areas 


xf 8 minutes to airport — 3 minutes to railroad station 
xt Friendly, intimate atmosphere a little city exclusive 


point it is sent to the television pro 3# Subway connected to other downtown hotels 


pector and projected on a large mo St Six hundred and fifty luxurious rooms 

tion-picture-size screen. ‘The sound 

portion of the program is handled 

a similar way,” Rasp explains. Write or call Earl L. Jorgensen, Director of Sales and Public Relations 
Pfizer uses area coverage rather for complete details and colored brochures 

than nationwide because of time dif 


ferences. Since time for the telecast 
must coincide with availability of phy 
sicians, it would be difficult to cover 
all time zones and get maximum at 


tendance in all areas. In addition, it 
would conflict with dinner. \\ GULF HILLS 
“Our aim is to change the writing 
DUDE RANCH AND COUNTRY CLUB 


A 700 acre vacationiand, |8-hole championshis 


habits of physicians,’ says Bradley. 
‘The more his men can talk to doctors 
about Pfizer products, the greater the 


golf course, heated poo Planned entertainment 
wagonlioads of dude ranch activities ‘ 
tendency for physicians to specify L style meals end room with privete beft 


Pfizer pharmaceuticals when writing 2, Mace ) 
yrescriptions. So these telecasts which 


ee 
result in more time in a doctor's of GULF HIL LLS 


DUDE RANCH AND GOLF CLUB . ” 


~ | 
fice for Phzer men show up in in tg gy 


creased sales. How much, no one can Send pean Color Folder | Dick and Gladys Waters, Hosts 
estimate. The End 


$12 


The New 


ALL-PURPOSE 
DISPLAY 
BACKGROUND 


Saves hundreds of dollars! 


Makes you- your product- 
your message - 
the focal point of 
SALES MEETINGS 
CONVENTIONS «+ EXHIBITS 
IT'S FLAME-PROOF 


W's versatile! Point it, silk screen it, 
decorate it; for charts, graphs, sales mes- 
sages, as a projection screen, etc. Hun- 
dreds of such diverse organizations as 
Raytheon, Hiram Walker, Packaging 
Institute, Armour, Bureau of Advertising, 
Equitable Life, use CORRO-SET 

it's striking! Modern design, of satiny- 
smooth corrugated board in beautiful 
pastel blue. Stands 7'7” high, adjusts in 
width from 8 te 1110” 


It's long-lasting! Philip Morris used it 
98 times as a backdrop for a traveling 
armed-services show in Europe! 
It's easy tohandle! . , 

Sets up in minutes, with- 

out tools. Repacks easily, 
Comes in attractive one 

hand carrying case 
Weighs only 37 Ibs 


it's flame-proof! Officially registered 
by the State of Colifornia; you can't 
inflame it with a blowtorch! 


bis $50 


MONEY BACK GUARANTEE 
eeeeevoeeeeveeeee eee 
DISPLAY DIVISION, Dept. SM3 

Gibraltar Corrugated Paper Co., inc. 

350 Warren St., Jersey City 2, N. J 


C) ENCLOSED CHECK FOR $ FOR 
CORRO-SET DISPLAY BACKGROUNDS AT $45 


CO) SEND WEW CORRO-SET BROCHURE 


[+4 


Name 
Company 
Address: 


City State 
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1 Out of 10 Show Visitors 
Don't Get Product Facts 


Questionnaires to show visitors indicate 10.6% fail to get 
facts they seek because of unqualified booth personnel. 
Majority of visitors favor registration fee to raise level 
of attendance; 85.1% advise keeping some evening hours. 


BY FRED J. TABERY 


President, Showmanship, Inc. 


propel selec tion and 


evaluation of the shows they ente1 to 


‘Trade or technical shows that fill ning—trom the 


the calendars of exposition — halls 
throughout the country are no longer the Mmaximun ise of ther exhibits 
floundering infants. “hey are far ad to sell their products or services. 

carefully planned and well One way in which we can assist 


organized. ‘They are calculated to be 


V ATI ed 


exhibitors to this end is to find out 


sound advertising sales promotion what makes any exhibit successful o1 


and publi information medium toi otherwise, what t 


pe of people attend, 
the firms who take part. what type of promotion attracts them, 


Those of us in the show man and what they tho ight of the show 


ayement field have become increas good or bad. 

. ’ 
ingly aware of how important it is it wasnt too long ago that it was 
for exhibitors to have proper infor not an easy manner to conduct an 


Visitors 


mation upon which to base their plan iccurate or eflective survey, 
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baCoer HA, 
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Cz THE 
Contad (2; 


SUCCESSFUL 
CONVENTIONS 


are a 


HILTON 
HABIT 


ane St 
There is nothing finer in the world of convention 7 
facilities than those you will find in Hilton and g 
Statler Hotels. He 


For complete information on accommodations, Fi tip 
ap 


contact Sales Manager of any Hilton Hotel, or: 
8 y Litt 
SMM ig 


Richard L. Collison, Assistant Vice President and 


General Sales Manager, Hilton Hotels, Palmer DAYTON; OHIO 
House, Chicago 90. 


John B. O'Connor, Sales Manager, Eastern Divi- 
sion, Hotel Statler, New York 1. 

Arne C. Schey, Sales Manager, Central Division, 
Palmer House, Chicago 90. 


RESERVATION OFFICES 


New York: 401 Seventh Ave.—Tel. LOngacre 3-6900 
Cuicaco: Palmer House—Tel. RA 6-7500, Ext. 476 
San Francisco: 100 Bush St Tel. YU 6-0576 
Miami: 150 Southeast Third Ave.—Tel. FR 9-3427 
Toronto: 2§ Adelaide St., W.—Tel. EMpire 8-2921 
Montreac: 1080 University St.-Tel. UN 1-330] 


Hilton Hotels Under Construction in Pittsburgh, 
Montreal, Havana, Cairo, Acapulco and West Berlin 


Conrad N. Hilton, President 


Executive Offices * The Conrad Hilton Chicago 5, Ill. 
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~ NEED TEMPORARY HELP FOR 
YOUR CONVENTION, TRADE 
SHOW, OR SALES MEETING ? 


CALL 
manpower, inc. for: 


DEMONSTRATORS STENOS 
MODELS BOOTH SET UP WORKERS 
BOOTH ATTENDANTS PRE-CONVENTION DETAILS 


REGISTRATION TYPISTS MAILING AND DUPLICATING 
SERVICE 


oy eek 


Se 


PS sat 


Use our employees as long as you need them at low hourly rates. 


® 
manpower, inc. 
OVER 90 BRANCH OFFICES COAST TO COAST 


Write for illustrated brochure to: 
DEPT. C MANPOWER, INC. 820 N. PLANKINTON MILWAUKEE, WIS 


a See 


DISCOVER x x xx 
This NEW 4-Star 
Ocean Beach Hotel 


For Your Convention or Sales Meeting 
THE / y 
SU |; 7 OCEAN MILE HOTEL 


FORT LAUDERDALE, FLORIDA 


* 250 Rooms & Bath 
* Entire Hotel—Completely Air Conditioned 
* Meeting & Banquet Facilities for 800 
* Olympic Salt Water Pool 
* Private Ocean Beach 
* 18 Hole Golf Club Nearby 


Opening December First 1957 


Reginald G. Nefzger — Pres. & Gen'l,. Mgr. 


to shows were in too much of a rush. 
They didn’t want to be bothered. 
But, to me, one of the most signi- 
ficant things pointing to the fact that 
shows are definitely now in “long 
pants” is that registrants are anxious 
to assist in these surveys. They have 
joined ranks with exhibitors and 
show managers in having a common 
desire—a desire for quality rather 
than a quantity attendance. 

Gone are the days that _pre- 
supposed that the most successful 
show was the show with the largest 
attendance. This is serious business. 
Every mere curiosity seeker who 
might run the total registration fig- 
ure up to an all-time high may mean 
that an exhibitor and a really in- 
terested potential customer may fail 
to meet. Thus, the move to screen 
registrants more carefully. 

My personal belief is that all es- 
tablished industry shows should give 
serious consideration to a_registra- 
tion fee. This would at the outset 
eliminate the disinterested or those 
that just can’t miss any show, no 
matter what the subject matter. ‘Those 
who are interested enough to attend 
already have investment of time and 
money in attendance—the addition of 
a few dollars will not deter them. 

To the contrary it will tend, in 
time, to attract an even more select 
audience because the serious minded 
visitor to such a show has no wish 
to fight a bargain-basement crowd 
to see what he came to see. He would 
like to assure his own comfort and 
his ability to learn all he can while 
there without having to compete with 
John Q. Public who has no basic 
interest in the particular segment ot 
industry covered by the show. 

We distributed questionnaires dur 
ing the Instrument Automation Ex 
hibit sponsored last year at the 
Coliseum in New York City by the 
Instrument Society of America, which 
I had the pleasure of managing. It 
was gratifying to me that better than 
21% of these questionnaires were re 
turned carefully completed and con 
taining constructive comments. This 
is a high percentage of return on 
any direct inquiry survey—and these 
were not one- OF two-question post 
cards. There were several pages seek 
ing considerable detail. This points 
up the interest of registrants to as 
sist in upgrading the quality of at 
tendance at these exhibits. 

Findings of this study have been 
incorporated in the planning for the 
12th Annual Instrument Automation 
Exhibit scheduled for Cleveland, 
Sept. Y 13, 1957. 

We came up with some interesting 
facts and figures which will provide 


ES MEETINGS 


a guide to exhibitors and exhibit man- 
I: Are your conventions 
CONVENTIONS agers in p anning future events otf i in 
similar nature. We found that the at home" leaving 


Get More Done average time spent at the exhibit was your sales force cold? 


eight hours; highest, 40 hours; and 
Have More Fun lowest, one hour. 

Of all respondents to the survey, 
at the CONCORD Hotel | 40.3% attended more than one time; 
average, three times; highest, eight 
This beautiful resort hotel, just a 90 times. Afternoon attendance was re- 
minute drive from New York City, corded 67.6%; evening attendance, 
offers every resort and convention 32.4% 
facility right on the premises. No longer 
need your meetings scatter all over 
town, for the Concord Hotel can luxu- 
riously accommodate more than 1400 
persons, and handle meetings as large 
as 1500. Many large “hospitality suites” 
are available, too, There are two great 
golf courses under the direction of 
Jimmy Demaret, and Indoor and Out- 
door swimming pools with TV star ; : It takes no more time 
Buster Crabbe presiding. Dozens of Trade Journals 15.2% or money to have an 
other sports, too, plus nightclub enter- Advance program sent by Society or overseas convention 
tainment by America’s top stars. We'd exhibit management 26.5% by air QlPreece | 
like to add your company’s name to General publicity 21% 
the list of top conventions we've Personal invitations and _ invitations 
handled. One person will work with from exhibitors — 37.3% along P.O. Box 1790 
you to plan your whole convention. ween eee e 
: — . ». _ mer anager 
a ee Average distance travelled to at PAN AMERICAN 
Manager, Concord Hotel, Kiamesha tend the show was 353 miles with World's Most 
Lake, N. Y. Phone Monticello 1140 or, | °Mly 1206 coming over 1,000 miles. Experienced Airline 


in N. Y. C., CHickering 4-0771 Now this is an important statistic: 
10.6 of visitors failed to get com 


Those who are responsible for pro 
motional activities of trade or in- 
dustrial shows may find these sta- 
tistics—which indicate media that at 
tracted attendance — of considerable 


interest. Percentages of show visitors 
who reported that the following 
media influenced them to attend: 


for full information write 


plete information on a product be 
cause of inadequate or improperly 
trained personnel at exhibit booths. 

I am pleased with the indication 
from 75.8% of show visitors that 
they found the floor plan well o1 
ganized and the show easy to tour. 

More statistics: 85.1% considered 
it advisable to maintain evening 
shows hours as against 14.9% who 
did not; 24.7% reported that they 
could not have attended if the show 
had not been opened in the evening HOLD YOUR CONVENTION IN 

] believe, bec ause it comes some Year *’"Rounmd 


PLAN YOUR what in my “pet peeve” department, = 
was most pleased with the figure | ““dimdian Summer 


I 
SALES CONFAB showing that 52.5% were in favor CLIMATE AT THE 
of some type registration fee. In ask 
4 sti > -cenre ive 


OR YOUR ing this question, we presented ery A, \Ba/ 
full statement of the arguments which 
C 0 N V E N T | 0 \ have been offered pro and con on this Or ir HOTEL 
subject. Some of those who voted AUGUSTA, GEORGIA 
AT THE in favor of such a fee did express ‘Golf Capital of the Netlen’ 


their feeling that they would highly The South's finest facilities 


F N S N recommend one of the suggestions for conventions 
; AND outlined in our questionnaires—that @ ALL PUBLIC SPACE 


such fee were initiated, one evening AIR-CONDITIONED including 

@ all restaurants, cocktail lounge, 

apprentices who would not lobby, meeting rooms and most 
gues! rooms 


CONVENTION BUREAU pay such a fee. @ 400 rooms with bath 


With the need to attract qualified © Spectacular, outdoor swimming 
g men into industry, certainly pool 
no one sound thinking would ® Golfing privileges (five minutes 


advance a practice which would quite walk from hotel) 


NEVADA bs 


possi 


SPOT OF AMERICA 


would be kept open to tudents and 


keep them from attending. For information write 


CHAMBER OF COMMERCE But, by and large as agreed that Ralph Breshears, Managing Directer 


* # a registration fee would lead 


to a 
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The Finest 
Convention Facilities 
in 20 leading cities 


® Air-conditioned function rooms 
® Heart-of-city locations 


® Outstanding accommodations 
for groups large or small 


é 
VER 


CALL YOUR NEAREST ALBERT PICK HOTEL OR 
MOTEL FOR FREE TELETYPE RESERVATIONS 


Pick-Bankhead 
. .Pick-Belden 
.Pick-Congress 
..Pick-Fountain Square 
..Pick-Carter 
Pick-Fort Hayes 
Pick-Miami 
Pick-Fort Shelby 
. Pick-Georgian 
Pick-Durant 
Pick-Antlers 
Pick-Nicollet 
Pick-Roosevelt 
..Pick-Mark Twain 
Pick-Melbourne 
. .Pick-Oliver 
Pick-Fort Meigs 
Pick-Kansan 
..Pick-Lee House 
Pick-Ohio 


ALBERT PICK MOTELS 
Chattanooga, Tenn . Holiday Inn Hotel 
Colorado Springs, Colo...Holiday Inn Hotel 
Miami Beach, Fla . Albert Pick Hotella 
Natchez, Miss.. Holiday Inn Hotel 
Portsmouth, Va . Holiday Inn Hotel 
Rockford, III Edge-O'-Town Motel 
Terre Haute, Ind.. Holiday Inn Hotel 


Birmingham, Ala 
Canton, 0 
Chicago, III 
Cincinnati, 0 
Cleveland, 0 
Columbus, 0... 
Dayton, 0...... 
Detroit, Mich.. 
Evanston, Ill. 
Flint, Mich... 
Indianapolis, Ind 
Minneapolis, Minn 
Pittsburgh, Pa 
St. Louis, Mo 


South Bend, Ind 
Toledo, 0 
Topeka, Kan 
Washington, D.C.. 
Youngstown, 0 


Write, phone or 
teletype for free 
pictorial booklets and 


convention reservations 


ALBERT PICK HOTELS 


General Sales Office— 20 W. Wacker, Chicago 6 
New York Sales—60 E. 42nd St., W.Y.C. 17 


more select attendance and ultimately 
much more beneficial results to exhib 
itors and attendees alike. 

‘This, of course, was a survey con- 
ducted in connection with one of the 
top shows in the nation, but it is 
significant of a pattern which is fast 
becoming recognized in our business. 

Just recently | managed the West 
ern Air Conditioning, Heating, Ven 
tilating and Refrigeration Exhibit for 
Western Air Indus 
This 
show traveling upstream 


d a real 


Conditioning 
Los Angeles. 


Disappointed 


| had sect 
1O,.000 attendance. Our 
and publicity 


ot a 


a goal ot approximately 
promotion 
was comparable to that 
national show in many ways 

though primarily geared only 
to the I1 Western states 


how was designed to cover. I must 


which the 


onfess, when the attendance hit only 
7,286, | felt a twinge of disappoint 
ment. But, it soon disappeared when 
volun 


without exception, exhibitors 


tarily raised their voices in praise of 
the q ‘ality of attendance. 

hey came to my office in steady 
flow to tell me that not one person 
they t ilked to had been anything but 
a good sound prospect. One exhibitor 


who admittedly had 
ind public 


come In as a 
relations yesture 
walked out 
dollars’ 


prestige 
expecting to sell nothing, 
with a quarter of million 


ol 


Facts in Line 


\l] I he other facts 
tacked up pretty m 


in line with the national survey pel 


y onal show 


entages on what attracted attendees 
l here 


NO 


to come were almost identical 


was a comparable percentage WwW 
information be 


boot h 


failed to get propel 
trained 
high 


not only ot the eV 


iuse oft nadequately 


per onnel \ very percentage 
was in favor ening 
hour which eliminated being away 
trom ofhcees and plants ina day when 
s fighting manpowe! short 
but looked with favor 

gy at least one show day on a week 
end Lhe 


people trom neighboring cities a chance 


everyone 


upon ha 
ndicated this would give 


ittend who otherwise might not 
tree ft ike a full day from the 


ng the week. And 


even with this new and much smallet 


own businesses dur 


regional exhibit, the feeling that a 


qual ty attendance was so important 
gave rise i large vote among ex 


hibitors that the registration tee ques 


Year-Round 
‘Convention-Land! 


The perfect setting for success- 


ful conventions large or small. 
The Berkshire Hills, site of the 
Tanglewood Festival, offers un- 


excelled hotels and resorts, all 
sport facilities, theatres, museums, 
and art galleries. Ideally located 

135 miles from New York 
and Boston. 


for complete information on 
group meeting facilities in the Berkshires, write 
CONVENTION SECRETARY, 
BERKSHIRE HILLS CONFERENCE, 


personalized service for 
conventions up to 500 and 


> 


@ 400 “comfortized” air-conditioned 
rooms — 18 suites — free radio and running 
ice water in every room 


@ 2nd Floor expressly designed for your 
needs— especially equipped conference and 
dining rooms 


@ Main ballroom capacity Meeting 800—Din- 
ing 600—Junior ballroom & Aztec room 250 
Closed circuit telecas? facilities available 
Drum Room & bar featuring fomous cuisine and 
entertainment 

@ Ideal location in the heart of Kansas City 
6 min. from Union Station & Municipal Airport 
1 block from Municipal Auditorium 
Garage & parking facilities adjocent 


@ for illustrated brochure write 
Convention & Catering Dept 


P HOTEL id t 
14th & Baltimore @ Kansas City, Mo. 
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Surveys at Shows 


For survey at Instrument Automa- 
tion Exhibit, 7,000 questionnaires and 
reply envelopes were distributed to 
visitors as they left the show. Return 
was 21%. 
For Western Air Conditioning, 
Heating, Ventilating and Refrigera- 
tion Exhibit, survey was made by , 


reasons why Vic Giles 
tion be given serious consideration in 
uedine cuctis'cson’” Can help you arrange a 


Principal goal in connection with 

any type of trade, industry or tech s 

nical exhibit should be to initiate the successful convention 

type of promotion and publicity cam sa68 
paign which will attract quality at 

tendance, starting with top manage 

ment down, rather than the reverse 


The very next time you face the prospect of arrang- 
approach, In addition to this cam ing a convention, group meeting or grand banquet, 
paign, consideration can and should , t why not put yourself and your problems in the 
be given to the matter of a registra hands of a veteran convention planner? 
tion fee to turther screen attendees. 

This, of course, should not be a At the same time, take a good look at all 1% cities 


profit-making proposition. where 2; FIELDS HOTELS are located—then pick 


interviewing visitors in exhibit hall 


yourself a new and interesting location which can 
VICTOR J. GILES 


Fees for Education Director of Bales add immeasurably to the success of your function, 


Fields Hotels offer a variety of settings and accommodations in every area of 

In our own case, we suggest that the country. In the NORTHEAST you'll find three traditionally fine hotels with 
any such fee so realized be given to excellent meeting facilities, in the EAST you can choose from two modern hotels 
whatever educational program the with every up-to-date convenience. On the WEST COAST our newest ‘otel pro- 
particular society may have. Cer vides an attractive location and unusually fine facilities, while in the MIDWEST 
tainly today, with education being an you have unlimited selection among 13 distinctive hotels. In the SOUTH we 
all-important factor to industry to invite your attention to two hotels in the luxurious surroundings of the “Play- 
attract qualified personnel, this gives ground of America.” All meeting facilities are air-conditioned, guestrooms are 
added merit to consideration of this modern and comfortable, food and beverage service is unmatched 
means of eliminating the time-taking 
curiosity seeker who cannot con 
tribute anything to the exhibitor but 
exasperation. 

Of importance to me, too, is that 
anyone had to report he failed to get 
proper information at an_ exhibit 
booth. Firms can no longer send 


Our staff of experts will take full charge. The problems of setting up your pro- 
gram, planning your banquets or luncheons, handling the 1,001 details of your 
affair are organized and executed in a way that will make your job easier, your 


function a towering success, 


And while the finer points of conventioneering are attended to, you can be 
assured that a sharp pencil is always used to arrive at your costs. Above all, 


. * ons promises once made are never broken when you book into a Fields Hotel, 
boys to do men’s jobs. The show 


offers an unprecedented opportunity 
to reach a highly profitable market 

but competition is still rampant. Buy 
ers today want and should have the 


So—the very next time you're asked to set up a function, let Vic Giles prove to 
you that one of the Fields Hotels exactly fits all your requirements. 


« THE GOVERNOR CLINTON, New York «+ THE ELMS, Excelsior Springs, Me 
* THE BUCKINGHAM, New York * THE OAKS, Excelsior Springs, Me 
* THE CORONADO. SS Louis « THE EVANS, Columbus, Nebraska 
+ THE PFISTER, Milwaukee, Wis * THE LINCOLN, Lincoln, Nebraska 
order written by a stock clerk. They * THE BISCAYNE TERRACE, Miami THE CAPITAL, Lincoln, Nebraska 
still have to be sold and the trade * THE BISCAYNE PLAZA, Miami THE MADISON, Norfolk, Nebraske 
show offers a golden opportunity of THE BANCROFT, Worcester, Moss THE ROME, Omaha, Nebroske 
showing them a product or service at THE COMMANDER, Combridge, Moss THE LINCOLN, Scottsbluff, Nebroske 
work much more dramatically than BEACONSFIELD, Brookline, Mass THE CLINTON, Clinton, lowe 
many other media. SENATOR, Sacramento, Cal THE LAFAYETTE, Clinton, lowe 

, ALGONQUIN, Cumberland, Md * THE CHIEFTAIN, Council Bluffs, lowe 

* THE TALLCORN, Marshalltown, lowe 


facts. ‘They are not going to swarm 
like flies to a booth to have thei: 


So, exhibitors must learn to send 
trained, qualified personnel who can 


answe! intelligent and sometimes “ YY, *») a) py 
highly technical questions. Cost of (Se VY ) . NLS 
their attendance is repaid many times Le 
by the orders these inswers create. EXECUTIVE OFFICES 
371 Seventh Avenue, New York, N.Y. + PEnansylvania 6-3400 


Th VICTOR J. GILES, Director of Sales 
e End RICHARD B. BRAINE, Convention Manager + JACK SYRETT, Scales Promotion Manager 
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BOARD of 
A-Z Linen Supply Co. meet in ad- 


Directors of mythical 


vance and agree to disagree at the 
annual ‘stockholders’ meeting, held 
during LSA convention, All speeches 
were disguised as ‘director's pro- 
posals,” which could be challenged 


from the floor by conventioneers. 


Convention Loaded with New Ideas 


Linen Supply Assn. is willing to try any new idea and 


comes up with plenty for each convention. Here are some 


that were tested with success at its most recent conclave: 


Courtesy contest for hotel employes to improve service. 
“Secret wallflower" who awards cash to every 25th man 


to shake his hand. 


Archer who shoots arrows into association's advertising 


targets. 


Board meetings of mythical company with audience as 


stockholders. 


Buzz session for wives on how to improve hubbies’ busi- 


nesses. 


Refreshments and strolling band in exhibit area. 


iccessful conventions mean yeat 
round planning and a willingness to 
try new meeting techniques, says Sam 
uel B. Shapiro, secretary, Linen Sup 
ply Assn. of America. 

This philosophy paid off at the as 
ociation’s recent convention in At 
lantic City 
rated “the best yet.” 


which many members 

Host of tec hniques used during the 
six-day’ meeting included live archer, 
special newspaper, prizes galore, a 
mythical “board of directors,’ and a 
buzz session for the ladies. 

Planning for this year’s convention 
began immediately after 1956 meet 
ing Convention committee met and 
evaluated results of the 1956 conven 
tion. Tentative plans were made for 
1957 at that time—hotel headquarters 
and meeting site are decided at the 


54 


onvention. Detailed list of meeting 
and banquet room requirements, plus 
audio and visual aid equipment 
needed were sent to the Ambassador 
Hotel, site of the 1957 meeting. 
Conference between association of 
ficials and hotel staff is a must, says 
Paul Herr, association public rela 
tions director. ““We make it a point 
to meet a/l department heads. ‘UVhen 
we know where to go when we have 
problems at the convention. Confer 
ence also gives us a chance to find 
the special ‘hideouts’ hotel employes 
seem to have. It can be mighty useful 
information during the convention.” 


‘To insure Maximum hotel coopera 


tion the association staft sent out per 
sonal letters to all hotel personnel to 
give details about the convention and 


point out how necessary their coopera 


tion would be for the success of the 
convention, 

In addition 
‘courtesy contest.”’ Each delegate was 


association staged a 


given three courtesy tickets for each 
day of the meeting. ‘Tickets were 
awarded to hotel personnel by the 
delegates tor special courtesy. ‘They 
were not a substitute for tips. Em 
ploye put his name and department 
on the ticket and deposited it in spe- 
cial box. At the end of each day a 
drawing was held with prizes of $25 
$15 and $10 going to three lucky 
employes. I’entrants in each of the four 
days’ drawings were also eligible for a 
‘grand prize’ of $50 awarded on 
the last day of the convention. 
Interest among hotel personnel was 
high and service was good as each 
vied for ‘“‘chances”’ at the prize money. 
(Only drawback was that a few em- 
ployes asked delegates for tickets. ) 
Months before the convention, asso 
ciation staff contacts outside speakers 
it plans to have at the convention. 
“Speakers have something to tell us, 
but we must tell them something 
about the association if they are to 
direct themselves to our particular 
group,” says Herr. Staff works with 
feeding them information 
about association problems, until both 
are satisfied with the presentation. 
Regular mailings from association 
headquarters keep delegates informed 
of progress as convention program 
takes shape 
Attendance problem, bugaboo of 
most meetings, is attacked with a host 
of different techniques. Daily attend- 
ance prize was awarded——if the win- 


speakers, 


SALES MEETINGS 


People IT’S SO CONVENIENT TO CONVENE AT THE 
SHERMAN, where there are plenty of rooms for 

Under One all your guests .. . plenty of single-floor space 
for all your exhibits. No time lost racing around 


town! No tiresome stair-climbing! No bothersome 


R f elevator-riding! 
a) PLANNED SINGLE-FLOOR CONVENIENCE 


© Over 40,000 square feet of air-conditioned 
OT ] exhibit space 


© 27 air-conditioned meeting rooms, accommodat- 
’ ing 10 to 2,000 


PLUS... 

© Exceptional banquet facilities, for functions of 
any size 

@ 1501 redecorated rooms, many air-conditioned 

® Radio in every room — TV in many 

® World-famous restaurants: College Inn Porter- 
house, steak house of America — Well of the Sea, 
seafood flown fresh daily from the principal 
rivers, lakes, and oceans of the world. And for 


exceptional food at considerate prices, the smart 
Celtic Grill and Cocktail Corner are long-time 
favorites of both Chicagoans and visitors. The 
Coffee Shop and the Snack Bar provide excellent 
meals quickly 

The Sherman is in the heart of Chicago's shop- 
ping, theater, and financial district 
Drive-right-in convenience — the only hotel in 
Chicago with on-premise garage facilities. No 
waiting for busy doormen when you arrive... 
no waiting for delivery when you leave. 


Danny Amico, Vice President and Director of Sales, backed by 
highly qualified staff, is on hand day and night to attend to all 
your convention requirements. For help in planning 
your next convention, phone, wire, or write Danny. 


CHICAGO'S MOST CONVENIENT HOTEL 
> 
RANDOLPH, CLARK AND LASALLE STREETS 
TELEPHONE: FRANKLIN 2-2100 * TELETYPE: CG 1387 
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iS present at the drawing. Live worried staff was including only 
broadcast trom the meeting items about members who were pres- 
room before each meeting attracted ent. 

nembers who might have stayed Sergeant-at-Arms and seven depu- 
few extra winks, says ties were on hand before every meet- 
\ttractive girl, carrying a sign ing to invite members into the meet 

kollow Me!” lured loiterers ing room. 
meeting room Officials, pleased with results, re- 
two different evenings pert port a good turnout for all meetings. 
vsyirls distributed copies of the ‘To encourage fellowship, associa 
Lineneer a special newspaper out tion used the “Secret’ Wallflower” 
ining next day s activities and spoofing tec hnique. “secret W allflow er” 
members. Papers were printed in Chi awarded $50 to the 25th person he 
cago and flown to Atlantic City in shook hands with on both Sunday and 
the meeting. Problem which Monday. Monday evening special 


YOUR COMPANYS HANDSHAKE TO THE PUBLIC 


Here in 3 dimensions, is a 
Trade Show Exhibit mirroring 
the personality of a company... 
its sincerity and integrity .. . the 


products it makes. 


Keeping old customers and mak- 
ing new friends for a_ distin- 
guished list of clients has been 


our privilege for many years, 


STRUCTURAL DISPLAY CO., INC. 


19-19 24th Ave., L. I. C., N. Y. 
AStoria 4-1136 
3 West Olst St., N. Y. C. 
Clrele 7-0212 
83-50 Van Buren Drive, Pittsburgh, Pa. 
Forest 4-6986 


Big enough to service you... small enough to care. 


EXHIBITS « SALES AIDS » DIORAMAS « MODELS « TRADE SHOWS 


contest was staged at traditional “Pur- 
veyors Party.”’ All guests were given 
red tickets with a number on it. He 
or she had to find someone with a 
matching number. Pair of tickets 
could then be deposited in box for 
drawing—and prize. 

Riotous fun began, says Shapiro, 
when delegates were given large signs 
on which they could advertise the 
number they were looking for. “Be- 
sides getting acquainted,” he reports, 
“everyone said they had a lot of fun.”’ 

Delegates to the convention regis 
tered on Sunday with no_ business 
slated for that day. Evening saw a 
hospitality reception featuring a Las 
Vegas Party. Guests were given play 
money and invited to gamble at spe- 
cial tables set up to resemble a gam- 
bling casino. Games included dice, 
roulette and blackjack. Highest win- 
ners were awarded prizes. 

Business sessions began on Monday 
with a local newscast emanating from 
the meeting room Stage. After intro- 
duction of exhibitors and address by 
association president Jack A. Quigley, 
“Advertising Spectacular” introduced 
association's 1957 advertising pro- 
gram. (Linen supply industry, wor- 
ried over inroads of paper and syn- 
thetics, is very much interested in in- 
stitutional advertising. ) 

Usual slides and recordings were 
augmented by a commentator and a 
live archer who shot at “advertising 
targets.’ Presentation was very well 
received, reports Paul Herr. 

‘To make business sessions more 
palatable mythical board of directors 
was created to suggest policy for the 
“A-Z Linen Supply Company”—a 
mythical company. Audience took the 
parts of stockholders and voted on 
all suggestions made by directors. Be 
fore the meeting, all delegates re 
ceived a stockholders report outlining 
company growth, increase in sales 
volume and revision of management 
structure (everybody except the chair 
man thrown out) since the last meet 
ing. 

Board, composed of association 
members, had met previously to re- 
hearse their “proposals.” Proposals 
and suggestions for policy of the A-Z 
Linen Supply Co. were actually ideas 
and suggestions which could be ap 
plied to the businesses of many asso 
ciation members. 

Monday’s session touched on key 
personnel organization, customer con- 
tracts, public relations, accident pre 
vention, insurance and credit policies. 
Directors, rehearsed in advance, dis- 
agreed among themselves and invited 
comments from the stockholders. Au 
dience entered into the spirit and 
challenged directors’ conclusions and 
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Fly NATIONAL to your FLORIDA convention 


Call NATIONAL for reservations ANYWHERE 
Leader in Luxury * First in Fine Convair and Club Coach Service 


National offers 


AIRBORNE RADAR 
on ALL 4-engine flights 


to and from Florida! 


PATA RA = te DC-7B, DC-7 Stars- 


. nowt PHILADELPHIA 


PALM BEACH errrsaunon S64 world’s fastest airliners 


WASHINGTON world-famed luxury 


JACKSONVILLE wih onrouK —% Swift, luxurious DC-6B Stars 
SAN FRANCISCO 2ttNSOO8O HGH POUT 
TAMPA —— *% Economical club coaches 
ST. PETERSBURG — ——th Fast, modern Convair-440's 


LOS ANGELES tm aeons 
wheat ere Ss NO-CHANGE-OF-PLANE 
ne - cape SERVICE BETWEEN 
FLORIDA 
and 


TEXAS & CALIFORNIA 


Tradewinds and DC-6B coach 


in cooperation with Delta and 
American Airlines 


Fly a “je 
ATIONAL GREAT LAKES 


ey of AIRLINE OF THE STARS In cooperation with Capitol 


Airlines 


For additional information: Write or call Convention Manager, National Airlines, Inc., 3240 N.W. 27th Avenue, Miami, Florida 


10 MILLION DOLLAR“ CONVENTION PLAN 


with group meeting facilities you'll enjoy only at the Seville 


*Yes, the magnificent NEW Seville (completed e Grand Ballroom with no view-obstructing columns, 
January, 1956) cost 10 million dollars to construct, - . 
furnish and equip ... All to give your group seating 2,000 at meetings, 1,500 al banquets 
unsurpessed facilities for fun, comfort and a . : 
suamadlel eenion. * Five other meeting rooms for groups of 50 to 500 

¢ 20,000 square feet of exhibit area 

* Color circuit TV facilities 

¢ Tremendous pool and cabana play area 

for outdoor fun and meetings 
¢ Complete inventory of equipment 


FREE 21" TV & RADIO IN EVERY ROOM 
2 POOLS « 500 FT. OF PRIVATE SANDY BEACH 
GOLF DRIVING RANGE 
100% AIR CONDITIONED 


ROBINSON, Exec. V.P. & Ge 
MILTON E. LEMBERGER, Pre 


For comole mati 
WRITE BOB GOCKE 


OCEANFRONT at 30th STREET, Figo om a thine 
IN THE HEART OF EXCITING MIAMI BEACH OE eg 


rs ae ‘. 
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WE SPECIALIZE 
in just one commodity— 


PERSONALIZED 
SHOWMANSHIP. .. 


. the kind of showman- 
ship which produces 
greater salesmanship for 
you. Our SCRIPTS, DI- 
RECTION, and PRO- 
DUCTION SERVICES 
assist you to infuse your 
meetings, conventions, 
new product showings 
and advertising with 
greater impact, meaning 
and accomplishment. 

We are continuously 
serving numerous na- 
tional associations, in- 
dustrial organizations, 
advertisers, and adver- 
tising agencies with sig- 
nal success, 

. Our clients tell us we 
exceptional 
ability to get their ideas 
while preserving 
their individual identity 
at the same time. 


. DRAMATIZED MEETINGS 
NEW PRODUCT SHOWINGS 
CONVENTION STAGING 
CLOSED CIRCUIT TV 
SLIDE FILMS 
MOTION PICTURES 
TELEVISION COMMERCIALS 
RECORDINGS 


ALAN M. FISHBURN 


Productions 


333 North Michigan Avenue 
Chicago 1, Illinois 
DEarborn 2-0657 


POSSESS an 


Across, 


HAVANA or NASSAU 


¢ 


a 


| 
| 


Something 
/ An the Air... 


Makes a Meeting. Cli 


hi And you won't wonder what that 


something is once you've made the 
HOTEL NEW WASHINGTON your 


‘Seattle Headquarters for sales meet- 


f} 


NEW WASHINGTON 


ings and conventions. It’s the atmos- 
phere here that makes a meeting or 
convention really meet with your 
heartiest approval. Whether your 
meetings are large or small, they are 


} 


of major importance to us, ' 


it's no wonder that in Seattle, the 
HOTEL NEW WASHINGTON is pre- 
ferred by leading national firms such 
as A. 0. Smith Corporation and Philco 
for their meeting headquarters. Assoc- 
iations also, like the Textile and Apparel 
Industry, headquarter | here during 
their market weeks each year, You'll 


/ prefer it too... once you've tried it! 


_| SEATTLE, WASHINGTON 


See your Travel Agent 


(i 


proposals —- and their mathematics. 
Side discussions and disagreements 
among stockholders were welcomed. 

All delegates were given numbered 
“exhibit sheets’ which listed informa- 
tion on the A-Z Co. Audience could 
thus follow discussions on profit and 
loss, results of research projects and 
pricing policies easily. Directors had 
only to call out the number of each 
paper. 

Board of directors met again on 
Thursday morning and made addi 
tional proposals. ‘Technique enabled 
dry business proposals and speeches to 
come over to the audience in a fresh 
and interesting manner. Discussion 
by stockholders made for increased ai 
dience participation and interest. 

Innovation for LSSA was a buzz 
session for wives. Ladies met for 
bruncheon and then divided into small 
informal groups to discuss topic “How 
to Improve Linen Supply Service.” 
At the end of the meeting, a panel 
of women was elected to present 
group's suggestions to Wednesday's 
Women interviewed 
were enthusiastic about the sessions. 
“This is the first time I’ve really felt 
I contributed something to the con 
vention,” Another 
wife, although somewhat pessimistic 
about anything coming of wives’ sug 
gestions, said, “I had a wonderful 
time. It really made me think about 
my husband’s problems.” 

Monday 
workshops on national 
laundering problems. 


general session. 


commented one. 


afternoon sessions were 
affairs and 


Highlight for many men was a 
trip to the Pennsylvania Linen Rental 
Service plant in Philadelphia—out- 
standing in use of automation and in- 
tegration of processes. ‘lime consumed 
by the 60-mile trip was profitably 
used in the buses brief delegates 
on the plant. Return trip was de- 
voted to discussion of the tour. 

While men were in Philadelphia 
wives were transported to Garden 
State race track for luncheon and a 
day of racing. 

Wednesday session was taken over 
by the ladies for their panel discussion 
on improving linen supply service 
New officers were elected also. 

About 800 attended the 45th an- 


via 5/5 FLORIDA from — nual banquet for installation of new 


HAVANA $ NASSAU ofhe ers. New President Lawrence C, 
Round Trip pits Weekend -. Kline’s acceptance speech was fol- 

(Every Mon. and tax Sree gy tax lowed by introduction of officials. As 
} Wed. 5 P.M.) Friday 5 


Make these funpacked | each man was introduced a baby pic- 
Havana or Nassau Cruises / INQUIRE ABOUT SPECIAL GROUP PLAN ture of him was flashed on a nearby 
a part of your program screen—providing a pleasant change 
to help build Florida 
Convention 
Attendance 


Arrange for your Members to come a few days early . . . or 
stay later for needed relaxation . . . by sailing overnight 
with delicious meals in 
. deck choirs . . 


of pace. 
to gay Havana or colorful Nassau . . 
air-conditioned comfort 
and bar 


last day of the 

ured the A-Z 
Linen Supply Company board of di- 
rectors again. New presentations and 


‘Thursday morning 
. cocktail lounge 


all included in the low-cost fore 
. . But Deo lt Now! 


MIAMI 8, FLORIDA 


dancing convention, Sessions teat 


Write for Complete Information . 


P & O STEAMSHIP COMPANY e P.O. BOX 1349 


problems were again discussed. 
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Own Entertainment 


Association had to rely on its own 
ingenuity to provide entertainment for 
the delegates in many cases. With 
_ help of the hotel, the association pro- 
vided a full schedule of varied enter- 
tainment. Las Vegas party on Sunday 
night was followed on Monday eve- 
ning with the purveyors champagne 
party all the champagne guests 
guests could drink, plus dancing. 
Tuesday evening a first-run movie 
was presented and the usual banquet 
on Wednesday. 

Buzz session and trip to race track 
for the ladies solved much of the dis 
taff entertainment problem. 

Great deal of care was expended 
to see that delegates visited exhibitors’ 
booths. Exhibit area was laid out so 
that delegates had to pass through it 
each time they entered the meeting 
room. Members were invited to use 
the area for a rendezvous spot. Aisles 
were each given a name pertinent to 
the linen: supply industry, such as 
“Continuous “Towel Street.”’ Cart 
dispensing free coffee and orange juice 
Was moved about the area to insure 
trafhe in all sections. 

I’xhibitors’ party, staged in the ex 
hibit area, was well attended. Dele 
gates visited booths and watched dem 
onstrations while being serenaded by 
i traveling band. At registration dele 
gates were given tickets which they 
deposited in a box at the party. Prizes 
iwarded at the close of the party went 
only to those who were present at the 
drawing. 


Prizes Not Expensive 


Interest in the prizes—nice, but 
not expensive—was surprisingly high. 
l-verybody likes to win something,” 
omments Paul Herr. “It’s not the 
prize or its value so much. Free 
prizes can help a meeting planner 
ichieve many objectives easily,” he 
idds. 

Before convention ended, the staff 
was already looking ahead to the 1958 
meeting slated for Houston. Dele 
gates were invited to drop opinions 
ind ideas into a convenient suggestion 
box. For the more ambitious, LSAA 
supplied evaluation forms to be filled 
out by members and exhibitors. Dicta 
phone at the registration desk was 
available for members who wished to 
dictate their comments. 

I’veryone who attended the conven 
tion will receive a personal letter ask 
ng for his appraisal of the meeting 
and techniques used. “As soon as re 
turns are in,” says Shapiro, “we'll be 
planning new techniques to be used 


in *58.” The End 
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It’s smart to meet in 


You'll GET MORE DONE on 
your conventions and sales meetings 
in Nassau . . . because you HAVE 
MORE FUN and relaxation during 
the hours in-between! Every sport 
under the sun . . . shopping and 
sightseeing for the whole family! 
Nassau is near by plane and ship 
... and no passports are needed 
for American or Canadian citizens! 


For Complete Information 


NASSAU, BAHAMAS, Development Board 


MIAMI: 1633.34 duPont Bidg 
CHICAGO: 1230 Palmolive Bidg 


NEW YORK: 307 British Empire Bldg 


DALLAS: Adolphus Hotel Arcade (1406) 
TORONTO: 407 Victory Bldg 


BELLEAIR, FLORIDA 


More than the extensive convention facilities and ideal physical 
layout, it’s the friendly spirit and old-fashioned hospitality that 
attract so many groups and conventions to the Belleview-Biltmore 
Cheerful, efficient service from the moment you step across the 
threshold. Accommodations for groups up to 600. 36 holes of cham 


pionship golf on the grounds. Complete Resort Facilities 


Groups from the following companies were recently entertained at The Belleview 
Lsso Standard Oil, Travelers Ins. Co Beneficial Mgmm. Co., Pure Oil Cx 
New York Life, Aetna Life, Northwesterrs Mutual Life, Ice Cream Mare. Anat 
1.B.M., Amer. Dermatological Asen., Gen. Cable Cx Nat'l, Lamber Mire. Ass 


DON CHURCH, Manager 
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“Twist” Has to Sell—Not Just Amuse 


A. O. Smith is sold on exhibit stunts, but never to draw 
crowds alone. If "'twist'’ does not have firm tie-in with 


product or benefits, company will never use the attraction. 
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Canada offers a new 
dimension 

for your meeting or 
convention! 


WHEN YOU FLY ON TCA 
BUSINESS LEAVES YOU TIME FOR PLAY 


Whether you're seeking the seclusion of a mountain-lake resort 
for a small rendezvous or the convenience and excitement of a 
bustling moderna city come to Canada and after the meeting's 
over you're right in the heart of a great vacationland ready to 


enjoy the sights and ports that have made Canada famous 


Leave from any of the 7 convenient “gateway cities” —New York 
Boston, Cleveland, Detroit, Chicago, Seattle/Tacoma, ‘I impa 
Ride in modern comfort on TCA’s world-famous turbo-prop 
Viscounts and Super-Conste llations to and through Canada. 


For information ind planning issistance contact your 
rravel Agent or TCA’s Sales Manager in your city 


TCA flies more people to Canada than any other airline! 


LE REINE HLIZABHTELT 


Opening Soon...The Latest Word in Convention Sites! 
THE QUBEN HLIZABHTE 


When the Queen Elizabeth, Canada’s newest and finest hotel opens next spring, you and 
your group are assured of the most efficient handling, gracious service and the ultimate 
in convention facilities. 21 stories high, this magnificent hotel will have 15,000 square 
feet of exhibit space, 23 sample or meeting rooms, accommodate up to 3,000 in a single 
meeting—or 2,000 for a banquet, and 1,216 spacious guest rooms with individually 


controlled electronic heating and air-conditioning 


Delegates attending conventions at The 
Queen Elizabeth will thoroughly enjoy visit 
ing distinctively different Montreal where 


a 


VULUEUULAAESURLREEA 


SESELESEE ER 


British Institutions and French traditions 


sabe 


blend in a unique combination. Make your 
arrangements now! Be among the first in 


this grand hotel. 


Ee ee oe eee a 
ATTIO IAN GS 
LUAU S 


Opening Spring, 1958 
THE QUEEN HLIZABEHTH 
(A C.N.R. Hotel) 


MONTREAL, CANADA 
Operated by Hilton Hotels International 


For information prior to opening: Suite 101, Interna 
tional Aviation Building, Montreal, Canada. Telephone 
UNiversity 11-3611, or Joseph T. Came, Sales Manager 
Hilton Hotels International, The Waldorf-Astoria 
New York 22, N. ¥. Telephone: MUrray Hill #-2240 
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Exhibit was set up to resemble a 


circus side show. Visitors had to 
open the GOLDEN GATE mount a small platform to look down 
into the demonstration area. Barker 
| and circus-type banner invited men in 
to GOLDEN SALES * to view the ‘“World’s Most Unusual 
Weider.” 
Inside the booth our contortionist 
made a horizontal weld hanging by 
one foot. While perched on a plat 
’ form with one leg around his neck, 
woth eh el ' 3 he made a vertical down weld, and 
ommo 934 934 44 ns al while lying on his back with both 
artment we: legs around his neck he made an over 
: head weld. He wore a green sequin 
frog suit and frog headpiece fitted 

with the usual dark glass eye shield. 


Short Demonstration 


/ General Manag the Following Ak’s performance out 
audience was given a short, straight 
Modified American Plan — European Plan Available 


demonstration of other types of ele 
Your commission paid promptly 


trodes. To maintain the carnival 


DIRECTLY ON THE OCEAN AT 194th ST. « MIAMI BEACH 41, FLA. spirit, 


pretzels to munch on as they watched 


visitors were given king-size 


eM as cata EI Wea psn aaa CPE 
=o demonstrations of other electrodes 


Ww a4 Y ~ KYTO two separate welding booths. 

We further capitalized on the ba 
for executive sic idea in our hotel entertainment 
meetings and top suite by photographing visitors “weld 
management groups : ing upside down.’ We did this by 
Skytop Club, in the 
nearby Pocono 
Mountains, is the 
ee _ —_ ‘ 7 / ; picture w ith a Polaroid camera while 
acre estate provides : they knelt on a specially panpares 
complete isolation ~ - t » tool. An electrode holder was placed 
and every physical g dhe in their hands—stretched over their 
attribute for group heads. 
meetings—10 to 300 } fh, 


turning an 8 ft. by 12 ft. photo 
graphic background upsidedown and 


hooting our subjects in front of this 


Illusion was heightened by throw 
ng their coat tails over their 
WwW Private club atmosphere, dis- Outstanding cuisine — private din- a Ide f he back and by tl ; 
tinguished service ing rooms indies neh Om the th el + Ow 
i; i ing their ties over their shoulders in 
He Easily accessible (only 100 mi. from Superb facisities for relaxation and g ‘ 
recreation, including 18 hole cham- the front. When the photo was 
N. Y. and Phila.) 
pionship golf course 
Excellent ti » i ti - : 
xcellent meeting rooms, equipped ¥% Beautifully appointed accommoda (background now right side up) the 
with all professional requirements tions Not 
effect was very realistic one of a man 


mounted in the folder upside down 


Write for Conference Booklet and complete details ; 4 ; ; 

welding hanging from his knees. So 

SKYTOP CLUB High in the Poconos realistic in fact that we had to shoot 

BOX 30, SKYTOP, PENNA. ¢ Wm. W. Malleson, Jr., Gen. Mer. a closet full of flash bulbs and we lost 
es = 8k of the amount of film used 


HOLD YOUR NEXT CONVENTION AFLOAT “*"™~ 


We are very pleased with the re- 
For your next national, regional or ‘ a ss 
district conventina, sates enceting of sults of our “side show. It attracted 
group get-together, you can’t pick a attention, but more important, it sold 
better meeting place than one of the product in an entertaining man- 
these big Great Lakes cruise ships— ner. We hope the thousands of engi 
the SS NORTH AMERICAN or the neers who visited our booth and hotel 
SS SOUTH AMERICAN. Let us tell suite will remember our all!-position 


why. : 
audits welder when they think of all-posi 
Write, Wire or Call tion welding needs. 


N. L. CHINNOCK Other themes which we have used 
General Possenger Agent 


successfully include a giant size slot 
machine, 54-inches high which could 


FOOT OF WOODWARD AVE be played by visitors in the usual 
GEORGIAN BAY LINE /,;; stmehpogh played by visito 


16760 ¢ DETROIT handle-pulling manner. Wheels car- 
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ried the usual symbols—orange, lem- 
on, bell—but with sales messages tied 
to each symbol. For the orange we 
used “ORANGE, no orange colored 
bath water when you install rustproof 
Permaglas water heaters.” Machine 
paid out a souvenir coin to all who 
played. 


Proved Toughness 


Another exhibit featured an out 
size pin-ball machine played by shoot 
ing croquet balls over a bed of glass 
coated water heater heads instead of 
the conventional bumpers and lights. 
Players demonstrated to themselves 
that the glass lining in an A. O 
Smith water heater is tough and re 
sists impact shock. 

Still another device we have used 
is a standard coin operated quiz ma 
chine altered to give a 
amusing, academic and technical ques 
tions on welding. Machine, with the 
isual bells and lights, totalled players 
badge 


variety of 


score and an appropriate was 


awarded. 
Give Souvenir 


‘Twist’ we're using now employs 
This is 
of glass-coated steel, 14 in. by 12 in. 
pulled forward by the 
When released the 
sample strikes a hardwood 
bumper and the player demonstrates 
to himself both the impact resistance 
and the permanent bond of the A. O. 
Smith glass coating. 


pact 1s 


a “strength tester.” a piece 
by 60 in., 
glass 


player. 


oated 


Degree of im 
recorded by the number of 
letters illuminated in the trade name 
‘“Permaglas” and a souvenir is award- 
ed to anyone lighting up the entire 
name 


Tie In Theme 


We are convinced unique exhibits 
pay off. Try one yourself and see it 
pay off for you with more traffic for 
your entire booth. Be sure, however, 
to tie in your theme with your prod 
uct—and, in addition to being enter- 
tained, your visitors will remember 
your product when it counts. 

The End 


EXHIBIT SALESMAN 


One of New York's oldest and largest 
exhibit builders requires experienced sales 
man. Plenty of live leads furnished. Must 
be New York resident. Drawing account 
or commission. Write full details. Box E-75 
SALES MEETINGS 
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EVERYTHING 


Y* your carefree pleasure and comfort 


THE BRITISH 


COLONIAL HOTEL 


Nassau @ Bahamas 


Now This World Renowned Hotel Offers Its Spa- 
cious Tropical Grounds, Finely Appointed Accom- 


modations and 


Unrivaled Recreational Facilities 


for Group Meetings and Conventions 


Come 


For detailed 


ritish 
0 onial 


NASSAU+ BAHAMAS 


the Ic 


( 


to Nassau——“The Isle of June” 
nm write 

Martin Griffith, Director of Sales 
Formerly Sales Manager Golden Gate Hotel 

ami Beach, Florida 
THE BRITISH COLONIAL 
NASSAU 

BRITCOL 


HOTEL 
BAHAMAS 


General Manager 


EARL F. CAMPBELL 


your convention 
headquarters in 


ROCHESTER, N. Y. 


500 pleasant guest rooms 
. air-conditioned 

Ball Room seating 1000 

plus 10 other modern 

meeting and function 


Manager 


room 


your convention 
headquarters is the 
LAWRENCE 


100 rooms. 


seating 750... 


.. Erie's largest ballroom, 


ample additional meeting 


J}. AUSTIN FLANNERY 


Manager 


and function rooms to meet your every 


~ — TERY THING TH 
uititny EVERYTHING THAT TRULY GOOD HOTELS CAN OFFER 
ali 3 . 


ssneiiahiaeeniammtiaamanal 


Home 
national Sports and Outdoor Exposition 
Club Dog Show—international Dairy Show and Rodeo 
Exposition—Iinternationa| 
National Conventions 
Machine Tool Buliders’ Show, Road Builders Show and other leading Expositions 
585,000 Sq. Ft. Exhibit Space 
ARENA Seats 13,000 an 
New Public Address System 


International Amphitheatre 


{irnagfinnr sa scoala 


International Amphitheatre 


of the Chicago Automobile Show--Chicago National Bost Show--Chicago Inter 
International Live Stock Exposition—international Kennel 
The Chicago Home of the National Metal 
Heating and Air-Conditioning Exposition, Republican and Democratic 


National Packaging Exposition, Materials Handling Exposition, National 


Individual Halls 4,000 to 180,000 Sq. 4. 

is Air Conditioned Many Smaller Meeting Rooms 

Parking for 4,000 Cars 15 Minutes from Loop Hotels 
Adjoining Stock Yard Inn and the Saddie & Sirloin Club 

also available for your meetings, conventions and banquets 


42nd & Halsted, Chicago 7, Ill. 


The Coast is 
“the most” 


for Conventions 


PLAYING THE GAME as AMA President Lawrence Appley looks on: John D. Gray 
president, Wallachs, Inc.; Don G. Mitchell, board chairman and president, Sylvania 
Electric Products, Inc.; Alfred J. Marrow, president, Harwood Manufacturing Corp 
and William T. Brightman, Jr., Blackstone Mutual Insurance Co. It was work, but fun. 


Nobody Loses Any Money 


When These Companies Err 


Five companies (on paper only) compete fiercely to test 
executives’ ability to make fast and penetrating decisions. 
It's all part of AMA's new electronic game for executives. 


lor a full day, 21 company board portunity to m: decisions on an 
chairmen and presidents played a over-all basis. n many organizations 
game that was so gripping and chal only the presiden in a position to 
lenging that few took more than see the company as a whole. Often 
nibbles of their lunches. ‘They pitted only he is really vare of interrela- 
their business acumen and experience tionships among the parts; only he 


Visit palssissiPPl’s ivainst a market” deep in the cir ippreciates the organization’s role in 
i$! 


cuitry of in IBM. electronic com t large) society. And even the presi- 
puter, dent, usually himself an K-Sper ialist 

It was all part of American Ma sometimes has trou making what 
ay ‘ 


ement Association’s “decision gam Lawrence : l ry president, 

Soa ing,’ a business adaptation of mili (MA, calls tl ital shift 
A eeepc rys War games. In theory se, the trained 
While observers and members of decision maker should be capable of 
wr looked on, the “players applying the same lective and an- 
AMA’s game which forces ex alytical techniqu s even to relatively 
make decisions in a mat infamiliar material. How to produce 
of minutes decisions that might ic] ral 1 | on makers and 
made n weeks or months unde \ v “ ‘m the broad \ ewpoint 
normal conditions. ! - compat hat will enable 
Krane M. Ricciardi, vice-president them go on te y ind higher 
of divisions for AMA, explains the levels of decision making, are central 
reasons rol developing “decision pr roblems in nanagemen develop- 
ing’: ment. Committees, lectures and man 
‘Most executives learn decision agement newslette in provide in- 
making by performing it on the job. tellectual knowledge, but they can- 
Jut there are limitations. ‘The spe not make the manager actually feel 
cialist, for example, seldom has an op the elements that go into a top man 
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PAGING MR. CONVENTION EXECUTIVE! 


Look at what Washington's Shoreham Hotel has for the 
key men at your next meeting. [t's our new Handi 


Receiver that lets you receive messages anywhere in the hotel instantly. You 


Ou na 1ciulé 


pocket...and when important calls come in, our operator alert 
message. 25 of our staff personnel—from chief engineer to banquet manage) 
you not only have the constant personal attention of our convention manag 
stuff members always immediately on call to serve We're the fiz 


offer you a convenience like this! It’s one of the many 


THE SHOREHAM HOTEL + CONNECTICUT AVENUE AT CALVERT, WASHINGTON 


For information, write or phone: lL Gardner Moore, General Manager i J 
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For service that’s different... 


Western's celebrated “Champagne Flights” are Amer 
ica’s smartest air service... reserved seats, gourmet 
dining, vintage champagne and orchids for the ladies! 


to Convention Cities that are different 


Las Vegas * Reno * Palm Springs * Los Angeles * San Francisco 
San Diego * Seattle * Portland * 

Salt Lake City * Denver « 

Minneapolis-St. Paul 


or WESTERN 
Write... AIRLINES 


en eerecte nel 


Convention Department 
6060 Avion Dr., Los Angeles 45, Calif 


FEA onsite angie 


ey a 


DESIGNED WITH MEETINGS IN MIND... 


The 
Impress 
Miami Beach’s NEWEST Luxury Hotel 


Featuring a Convention Ball Room with banquet facilities for over 800 ~ 
sons...4 additional Meeting Rooms —Special Display Areas— Penthouses... 


++ for pleasure: 


Huge salt-water swimming pool... private 
beach... night club... fully equipped Turkish 
Bath... . complete entertainment program, 


++. and for convenience: 


Ideal oceanfront location convenient to golf 
. racing... deep sea fishing ... shopping . 
theatres and night clubs. . Completely Air 
Conditioned with individual thermo control 


™ in every guest room. 


wis “4 W rite for Color Felder and C onvention Specification Sheet : 
a Jerry Lepre, Mgr. -— Kowal Ownership 


DIRECTLY ON THE OCEAN— 43rd to 44th Streets — Miami Beach, Florida 
tia a RI Gs RA sp 


Nobody, but nobody, ever 

passes up the chance to attend 

a convention or group gathering in 
the one—the only—the glamorous 
more-of-everything Miami 


Write: 
CONVENTION BUREAU 
320 N. E. 5th St. 
Miami, Florida 


agement decision or the process by 
which these elements are selected, an- 
alyzed and applied. Decision making 
must be experienced to be understood ; 
it is dificult to simulate in a train- 
ing situation.” 

Much of this difficulty to simulate 
conditions that call for decisions have 
been overcome with AMA's elec- 
tronically-assisted game. 

Riccardi explains the operation of 
the game as played by the 21 “guinea 
pig’ executive testers of the game in 
AMA’s New York City headquarters 


recently: 


All Have Same Assets 


‘Each team starts in exactly the 
same position and with the same 
choices available. Each makes a group 
of investment decisions at intervals 
representing quarters Of a year. 

for each company and of 

companies’ decisions, taking the vari 
ous interactions into full account, are 
determined by the computer and re 
turned to the teams in the form of 
quarterly operating reports. Object 
is to see which team can improve its 
financial position most over a period 
of time. 

Recent test covers 13 quarters 
Just over three years of business a 
tivities was “experienced” in one day. 

The game opens with distribution 
of the initial operating statement to 
the teams. The report lists such fa 
tors as the company’s total assets 
number of units of plant capacity 
unit cost of production, price of prod 
uct, opening inventory, cash on hand 
and percentage of a given market con 
trolled by each company. Initially all 
these figures are the same for each 
company. 

“Each team is given a fixed amount 
of time, for example, twenty minutes 
to select and circle its decisions fo: 
the quarter coming up,” Riccardi ex 
plains. ‘From an extensive list of 
specific sums of money the team se 
lects the next quarter’s expenditures 
for production, marketing effort, re 
search and development, and addi- 
tional plant investment and also 
lects the price that it will charge tor 
the product during the next quarter 
Alternative amounts that are avail 
able are listed to simulate the real 
life time lag; drastic changes in allo 
cation of resources are impossible in 
the game as in actual business. Ex 
penditure on each factor can vari 
from the previous quarter’s by no 
more than a given percentage, though 
variations downward can be greate 
than variations upward. 

“In addition to their basic deci 
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I 
| ANOTHER 
-@ “First” 


“DO-IT-YOURSELF' 
CONVENTION KIT 


Interesting * Informative * Invaluable 
for plenning 


CONVENTIONS 

INCENTIVE GROUPS 

EXECUTIVE MEETINGS 
INTER-AMERICAN CONFERENCES 

PRE & POST CONVENTION MEETINGS 
Simply write or phone: Mr. Beverley 
Miller, Director of Sales, Virgin Isle 
Hotel, 502 Park Avenue, New York 22, 
N. Y. MUrray Hill 6-0712. 


Lee Sei Hy 
Len hag 


gt Fon 


ON ST. o VIRGIN ISLANDS 


“The Most Magnificent Hotel in the Americas"’ 
So Foreign—-Yet so Near."’ 
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FRENCH CANADA... 
First Choice for SUCCESSFUL CONVENTIONS 


“Mancir 
Richeliey 


AND COTTAGES 
MURRAY BAY, QUEBEC 
Superb resort living for groups up 
to 600, all-inclusive rates . . . come 
in June, late August or September. 
In the pine-scented Laurentians 
overlooking the St. Lawrence 
large Casino for meetings and danc- 
ing. Championship golf, tennis, 
Lido beach, heated saltwater pool, 
excellent fishing. Superb cuisine 
Write for detailed Convention 
brochure to H. M. Cos- 
tello. Convention Dept., 
Box 100, Montreal, 
Canada. 


A DIVISION OF CANADA S)EAMSHIP Lines 
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See wawescomamenenesenad 


players buy market re- 
information, if they think it 
‘They also can sell 
In each phase the 


all items must 


sions, can 
search 
will help them. 
plant to raise cash. 
total expenditures for 
the 
Riccardi points out. 

start by organizing 
electing tor 


not exceed amount of cash on 
hand,” 

Players 
their company, 
example, 
controller. 


a committee 


Can 
ofhicers, 
president, vice-president and 
Or they 


basis 


may operate on 


Leader Changes 


When the experiment 

down to play the 
“company” elected a president or final 
decision maker. As the pro 
gressed, net all companies stuck with 
One of the five 
tated presidents while with others, a 


ing executives 


sat game, Cat h 


game 
him. companies ro 
emerged, 


the first 


sheets are 


natural leade: 

“At the end of decision 
period, marked collected 
and turned over to a key punch op 
“One 
team is fed 
compu 
two and half 
eftects of every 


Riccardi explains. 
card 
into an IBM 


which, in 


computes 


erator,” 
for each 


650 electronic 


punched 


about 
the 


team’s decisions on e\ 


ter, 
minutes, 
ery other team’s 
position and punches out a deck of 
‘These cards are 
essed IBM 407 
which prints the quarterly operating 
for each team. 

“Reports are distributed 
after reviewing its performance 
during the last quarter, makes fresh 
the This 
proc edure is repeated quarter by quar- 
ter, with a 
the decision time 


output cards. pro 


through an printer, 
report 
and each 
team 
next 


decisions for quarter. 


continual shortening of 
allowed as the play- 
become familiar with 
game. ‘Toward the end of the 
they usually are given approximately 
10 minutes to make their 
Riccardi says. 

Each company’s progress is charted. 
When the game was ended these re 
sults were made available to the play 
ers and a critique was held (in pri 
vate). 

“Generally speaking,” Ric- 
cardi, “the company that ends with 
the highest total asset figure is con- 
sidered to have won, but victor 

formally proclaimed.’ 

Here, according to Riccardi, is how 
the computer is The 
1S programmed with two master for 
not revealed to the 
though arbitrary, 

the 


ers more 


game 


” 
choices, 


says 


no 


sec 1: 4 


mulas which are 


players. Formulas 


are empirical, and cause-and- 


effect relationships on which the ma- | 


chine bases its alc ilations are real 


ones in business 


“A company’s potential share of 


the | 


computer | 


Are your conventions 
in a domestic rut? 


It takes no more time 
or money to have an 
overseas convention 


by Bilrece _——— 


PAN AMERICAN 
World's Most 
Experienced Airline 


Wester T. Keenan, General Manager. Offices: New York, 
Circle 7-7946; Chicago, WHitehall 47077; Cleveland, 
SUperior 1-0420; lashington. WEtropolitan 


8-3492; Miami, Renkin 95882 


LOOK AHEAD TO 19686 and to the HOLLYWOOD BEACH HOTEL 


for your Summer Meetings 


Dates are available trom June 16th through Labor Day, 19656 


G 
b 

bt 
of 


2 Park 


oO 


PE, EE in | 


HOTEL DEL 


fT THE FACTS, THEN DECIDE 


ree Book will help you Includes 


Jonn W. Tyler « General Manager 
Jonn F. Monanhan + Gaies Manager 
ue prints, full-cc 


lor photograph Fully Air Conditioned 


HOLLYWOOD BEACH HOTEL /GOLF CLUB 


HMollywood-By-The-Gea in Ficrida 


facilities, iat of equipment 


WRITE FOR IT TODAY! 


Avenue, MU 8.6667 Office: 612 N. Michigan Avenue, St 


Come to America's 
International Playground 
Ww PAA AMA AAAS 


fees 


All convention activies under one roof 
* Groups to 800 © American Plan 
¢ Ample meeting rooms, at no charge 
¢ Fabulous Beach and Tennis Club 
® Golf ¢ Swim in pool or ocean * Deep 
sea fishing © Dancing ¢ Racing, Jai 
Alai, Bullfights in nearby Mexico ¢ FUN 

for EVERYONE ® Special Rates 

and Activities for Children. 

H. B. KLINGENSMITH 

Managing Director 

GETHIN D. 

WILLIAMS 

Convention 

Manager 


This year meet someplace differen 


AL Ew 


__ae 


‘lan our Convention or Meeting in the ! 


Wisconsin Co 


land O 
mvenient ea y ac ssible by alr auto 


beautifu famous 


akes r of 


or train 


King's 
with no outside interferences, 


I 
a 
t 
t 


Meeting and 


A 


= ~— O’ LAKES, 


Gateway Hotel and inn has all modern facilities for 
plus planned year-round recreation 
horseback riding fishing nightly 
Fall and include skiing—3 ski 
necessary equipment available snowshoeing 

loe fishing—hunting 

accommodate groups up to {50 persons 
merican Plan available All inquiries appreciated and answered promptly 


John J. Garber, General Manager, Telephone: Land O' Lakes 261! 


the KING'S GATEWAY 


Wisconsin 


Meetings 


rivate golf 
and 


ourse tennis 
entertainment 


wwe (instruction and all 


eroelient 

ancing winter sports 

bouganing-—skijoring—skating 
Dining space to 
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the market, for Ric 
“is determined by 
players’ 
marketing 
research and development expendi 
Actual share of the 


market 1s 
aftected by the level ot produc 
since the 


it has on hand. 


instance Says 


cardi, its own and 


other decisions on product 


price, expenditures and 


tures. 

also 
! 

an sell only 


tion rs Tes 


te 
items 


higher the 


active the product 


Other things being equal, 


playe: who raises nis price 


to take 


everyone 


can expec t 
arket 


aises his. 


1 1 1 
licking in the n unless 
else al 

Ma keting pendit 
assumed to increase the attractiveness 


M: vietion r in the 


ib ition 


] re 
IreS aiSO alt 


ot the product 


game includes dist sales n 
centive programs 
thing involved 

fort. Since there * no 


verybod\ 


to be 


vertising 

market 
qu ilitative 
rketing effort 


rood every 


every 


ing e! 


factors, e 
1s assumed 
body 


money 


else's. Sim] more 
produces 
portional eftect 
there 


“Since product 
and de 


one 


research elopment money is 


that 


odu Trion processes, 
' 


directed only toward improving 


product and its pi 


It 


spending more 


assumed to work two ways: 


money on research and 
development increases the attractive- 


ness of the p odu + t also reduces 


production costs, 
both marketing 
search and development expenditures 


‘However, and re 
functions. 
built-in saturation 
eventually a 


are treated as non-linear 
That is, there is 
factor so that 
diminishing returns 


“The 


ot produ tion by 


point ot 
is reached. 

computer arrives at unit cost 
a formula 


One is re 


means of 


involving several factors. 
search and development expenditure. 
Anothe1 It is 
that ating at 


capacity 1s 


issumed 
100% of 
efficiently 
capacity; 
produ tion de 


is utilization. 
a plant ope! 


operating more 


than it would at 50% of 


therefore, unit ce t 


clines as utilizat rises. Getting big 


also assumed be an advantage, 


so the size of the operation influences 


unit cost too. 


“Unit broken 
down into fixed 


cost of production 
and variable 
minimum below which 
reduced. Fi 
cut only by selling plant, but 
The player who 
but he is credited 
with only half the price of the same 
capacity of plant since his old plant 
is assumed to be less efficient. This is 
the allowance made for depreciation 
in the game model. As in real life, 
there is a the sale and 
new plant comes 
quarter later, 


costs so 
that there is a 
costs cannot be xed costs 
an be 
that 

| 


sells plant gets cash 


reduces size. 


time lag In 
acquisition of plant; 
operation 


into one 
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ONLY 


38 


STEPS TO THE NEW 
COLISEUM 


WORLD'S LARGEST 
EXPOSITION CENTER 


Yes, we counted them—only 58 steps from 
our 5@th St. entrance to your exhibit at 
the Coliseum. 

Make Be od headquarters here at the 
Henry udson Hotel and save time, 
money and energy. 

1200 Rooms 1200 Boths 
Single $5 to $8 Double $9 to $15 
You'll enjoy The Voyager, our new dining 
and supper club. Entertainment by name 
bands. Now open—New Chart Room Bar 
and Restaurant 
* Banquet and Meeting Rooms 
¢ Ample Parking — 2 Cocktail Lounges 
Swimming Pool and Sun Decks 
Complimentary to Guests 


ALBERT F. KOENIG—Gen. Mgr. 
Frank W. Berkman, Dir. of Sales 


353 W. 57th St., New York 19, N. Y. 


T. R. I. P,° 


INFORMATIVE BOOK ON HOTEL LUCERNE 
*Travel Reward Incentive Plan 


Just off the press! Your complete guide to a 
successful Incentive Campaign to put new 
spirit into salesmen stimulate sales 
boost production improve morale. It's the 
plan offering the one award that every sales 
man will go all out to win... a glamorous extra 
vacation at the magnificent Lucerne. Prepared 
by the Lucerne’s experienced incentive experts 
It covers custom planning, contest operation 
promotion, scheduling, and pricing the program 
to fit your budget 


It's yours FREE of charge 
Contact Mr. TED GREY, 


Director of Sales as y 
ucerhe |) 


A FULL BLOCK ON THE OCEAN 
4st to 42nd Sts. « MIAMI BEACH, FLORIDA 
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though the player must pay for it in 
the current quarter, and the money 
received from selling plant is added 
one quarter later. 


More Variables 


“Another variable, added to make 
the game both more realistic and more 
interesting, is the opportunity to buy 
market research information. ‘Ihe 
total market changes each quarter. 
Players are not told what determines 
this change, although they are told 
on their report sheets what the total 
market was for the last quarter along 
with each competitor’s price for that 
quarter. But a good deal more mar 
ket information is available to thos« 
who want to pay for it. 

‘For a fixed amount the player 
can learn what each 
share of the market was last quarter; 
the standard report only tells him 
his own. For 
he can learn what the entire industry 
(all the companies together) spent 
on marketing effort in the last quar 
ter. Payment of another fixed fee 
will give him information about the 


competitor ’s 


a slightly larger sum 


total industry expenditure on research 
and development. More costly data 
offered include the potential share of 
the market the company would have 
had in the last quarter if it had spent 
the maximum available on marketing 
effort and its potential market share 
if it had charged the maximum price 
permitted,”’ 


For New Course 

‘The present game—and improved 
models of it will be incorporated 
into a course on decision making for 
business executives that 
Management Assn 


this vear. 


American 
expects to Start 
his projected course will be the 
initial activity of the association’s 
new Academy of Advanced Manage 
ment at Saranac Lake, N. Y. E; 
this year the association acquired 
former ‘Trudeau Sanatorium there 
1 research and educational center 
Principal activity » academy will 
be a management internship progran 
designed to give busines manage! 
an opportunity to learn b working 
under competent supe 
young doctors lea 
hospital internes., 
About play ng the 
says All this 
fun. But it 
than that. Exe 
part in the test agree tha 
vane 18 a 


tril 


ipution to 


A WONDERFUL 
DESERT OASIS 
FOR YOUR 
SALES MEETING... 


An ideal resort for small 
# groups in a secluded loca- 
© tion just 20 miles from 
Palm Springs, offering all 
the attractions of this world 
famous area, plus the freedom 
from distractions for your 
working hours. Swimming, rid- 
ing, tennis, sunning —— several 
golf courses nearby. Conven- 
tion Season: November, Dec- 
ember, January and April 
and Infor 
mation write or call 


MR. WARNER E. GILMORE, 
jeneral Manage 


HOTEL 
LA QUINTA, CALIFORNIA 
Phone 


COACHELLA VALLEY 
99-3535 


For reservation 


Are you a 
Sales Executive 
hungry for a 
new approach ? 


ia > 


yn 
a 

Doyouknow you 

need a new sales 

Y @e Presentation-one 

that’s dramatic 

but not dreamy? 

Chances are we can show you a 

dozen new types to spark your 

imagination. (Without cost or 


involvement, of course. ) 


The Chartmakers, Inc. 


SPECIALISTS IN 


Visual Telling and Selling 
480 LEXINGTON AVE., NEW YORK 17 


MU 8-2760 — Just ask for “Sales” 


Now It's a 
Convention 
For Wives 


Electrolux Corp. stages one-day 


convention just for wives of execu- 


tives and salesmen. Husbands can 


attend but they must remain silent. 


BY JAMES F. ROACH 


Vice-President, Electrolux Corporation 


li lectrolus Wives Conven 

marked the final day’s event of 
the companys big annual national 
get-together held at the Waldorf 
Astoria Hotel, New York City, for 
nearly 3,000 award-winning Electro 


lux alesmen branch and division 


manage and, of course, their 
wive \ll were there as guests of 
the company with every expense paid 
Although for many years these gath 
erings have been among, if not the 
largest events of their kind at the 


Waldort 


that no intoxicants are served in\ 


among their distinctions is 


ol them 
lo reach the factory 
the Wives 


was held, the nearly 700 division and 


it Old Green 
wich where Convention 
branch manage and their wives 
special train at Grand Cen 
nm for the 
conducted tour through 

st of its kind devoted 

to the manufacture o 


the group had lunch 


boarded 


hour-long trip 


; 
| 
cleaner! 

COMpPAany »s large mode rn recrea 


fion center following wh ( h the gath 


70 


HAPPY TO TALK INTO TELEPHONE, wives are given short-wave telephones to 


make comments from audience rather than use microphones. Company men are 


spotted throughout hall with telephones which feed into room's audio syster 


ot the day 
the ladies 
Company 


‘ 


representatives 
tioned in various parts ot i 
sembly hall ready to provide any lady 
who wished to speak not the tradi 
tional portable microphone generally 
used on such occasions, but a regular 
hand telephone with a short-wave 
connection to the hall's amplifying 

tem 

“We ha 
phones inst 1 the usual micro 
phones,” Dietz remarked as he opened 
the ‘meeting, because sometimes a 
microphone may make a lady nervous 
to speak. But no lady 


fo peak nto a tele 


ind she hesitates 
ever -hesitates 


phone! 


Something to Say 
Much of the time w es | 


| } ] 


mung to say nd when they do 


ompany ilwa stens carefully. Per 


haps the situation is best summed uy 
by the writer { ‘cent magazine 
) 


irticle about i con n\ who Said: 


In Electrolux every salesman’s 
wife is considered his partner. Insome 
aspects this goes farther than is true 
n almost any other company, but it is 
handled in such a way that the wife 
herself feels proud of her relationship 
with the company and is honored in 
return, 


Never underestimate the power of 


woman’ is a policy long recognized 
by Electrolux ¢ orporation not merely 
mn terms of potential customers but 
also—and perhaps more important] 
as a major source of inspiration tor 
the men in its 
yanization, 
In contrast 
pronouncements o! industr il ps) 


vital behind-the 


the executive's 


hologists about the 
scenes role played by 
wite management ot this company 
has been according that fact a spec ial 
ind important place in its thinking 
\loreover, it has 


always extended that thinking not 


for er 25 years 


merely tO wives I division and 
branch managers but right down to 
each salesman’s wite as well 


SALES MEETINGS 


Conventions. 
LARGE or SMALL... 


ours on a 
ilver Platter... 


On December Ist, the doors will open on the most modern, advanc ed, 
and fully equipped 600-room convention luxury hotel yet to be built 
in the entire South today ... DESIGNED ESPECIALLY FOR ALL CON- 


VENTIONS—REGARDLESS OF SIZE! 


35,000 square feet of exhibit space pecqial hydraulic lift for 
heavy exhibits a mammoth 21,000 square foot auditorium 
seating 3,500 persons) can be partitioned to fit any and all 
convention needs 12 other meeting rooms and myriads of 
committee, press, and work rooms. Unmatched convention 
equipment and exhibit space PLUS the ‘‘know how’’ of an 


your guar 


indoor ice skating rink heli 
copter landing pad...2 king-sized swimming pool 2 block 
private ocean beach 1 dining area 2 night club et 
are yours to command. WRITE, WIRE, or PHONE DICK 
ELTERMAN Director of Sales, today for full information o1 
HOW_THE DEAUVILLE CAN BEST SERVICE YOUR 
CONVENTION NEEDS 


LARGE OR SMALL—FOR PERFECT MEETINGS— YOUR CONVENTION 
BELONGS AT THE NEW DEAUVILLE 


THE U I ‘ ‘ 
D / \ HOTEL 
Telephone UN 6-7711 
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example of this policy in were terms of certain sales contests 
action was a special “Wives Conven as well as the extent and type of 
tion’ which the company held May awards ter winners 
plant in Old Greenwich 
or its over $00 
division managers from Sound Ideas 

tions of the country. H isbands 
ompany their wives as guests Caliber and range of ideas the 
cort but were not permitted ladies suggested, revealed, once again, 
any opinion that 
meeting was called by Presi tive 
Walter Dietz for the purpose 


in this business at least, execu- 
s’ wives not only have a good 
grasp of it, but are also able to make 
gx views and suggestions of constructive contributions. ‘This was 
various matters of com repeatedly illustrated in the course of 
Included, for example the discussion when, for example, they 


Feople MAKE CONVENTIONS GREAT 


The right people, produce meetings wherein ideas emerge to advance a 
business, industry or profession. Imaginative planning, adequate facilities 
and competent management create the atmosphere and provide the 
services and facilities every great convention needs. 


and speaking of people - ++ the Di Lido's Management-Scles team's years of experience and 
know-how makes conventions and meetings held here a credit to their sponsors. 


FRAN CRANE 
General Sales Manager JIM CARROLL 
over 10 years with the City The Di Lido’s General Man- 
of Miami Beach Convention ager knows how to provide 
Bureau as Convention Repre the necessities and create 
sentative. An expert at 


the atmosphere essential to 
planning conventions 


@ successful meeting 


AT THE YOU HAVE THE RIGHT COMBINATION AND 
THE HOTEL FACILITIES FOR A GREAT CONVENTION 


Located ct the Convention Crossroads of the World, the 
o Di Lido offers the finest facilities available anywhere: 
[ + Completely Air Conditioned + 330 Rooms + 1000-seat Ballroom- 


Meeting-Banquet Room «+ five Meeting Rooms + 100-seat TV 

Theatre for small meetings + complete Recreational Facilities 
* two Pools + Beach « Cabana Colony + Supper Club + Coffee 
Shop + Dining Room + two Cocktail Lounges. 


Wire, call or write for complete detailed information. 


ON THE -OCE AT LINCOLN ROAD @ MIAMI.BEACH 


To get things done... 
and have mow ttn 


COME TO POINT CLEAR, YOUR PRIVATE PLEASURE-LAND! 


¢ New Lagoon Room 


| Gand Skylounge 
P - Club House Loft 
Hotel Championship Golf Course 
wax: Deep-sea cruisers 
Swimming pool and white sand beach 


Distinguished cuisine and service plus luxurious comfort and the 
privacy of a 350-acre estate have established Grand Hotel as a 
favorite resort for discriminating quests. Add to these features the 
finest of meeting rooms and you have all the facilities you could ask 
\ 


for a successful, enjoyable meeting! Available all year, except March 


and Apri 
Maximum 200 persons (120 double rooms and suites) 
For Convention Information Kit, write James H. Pope, Convention 
Manager, or Harry A. Peters, Jr., Director of Sales 


GRAND HOTEL © POINT CLEAR © ALABAMA 


Murray Stevenson. Vice President 


emphasized advantages of relatively 
harder but more beneficial advantages 
of long-term programs as compared 
to shorter but less productive expe- 
dients. 

‘They showed a keen awareness of 
that fundamental fact that there are 
no magic short-cuts to business suc- 
cess. “They have an understanding of 
the important, constant day-to-day 
effort and attention a man must de 
vote to his work to achieve solid re- 
sults but then they also have an 
equally good understanding of the 
rewards in the form of almost un 
limited earning potentials. 


Wives at Branch Meetings 


Whenever a company branch office 
holds an evening meeting or whenever 
there is a division sales dinner, wives 
are invited. 

Why does Electroluy follow such 
a policy? A recent statement on the 
subject by President Dietz sets forth 
the answer very simply: 

“When we engage a man in our 
business we don’t hire the man alone 

in effect we hire his wife as well. 
We consider it most important for a 
man coming into our business if it is 
possible, to have his wife understand 
the business, too. We do that because 
in Electrolux a man’s wife becomes 
so Important in the organization in 
so many ways. For example, the suc 
cess of a salesman in the field is in 
variably tied up with his wife’s atti- 
tude and what she thinks of this busi 
ness. If her thinking about it is wrong 
or cloudy, it’s because she doesn’t 
understand it and it can and does 
handicap a man. On the other hand, 
right thinking at home, based on a 
sound understanding of it, is most 
often reflected in real money-making 
activity on the part of her husband 

“When a man is under considera 
tion tor promotion to the position ot 
branch manager in Electrolux, he and 
his wife are invited to come to New 
York and spend a day discussing it 
with a company vice president. 

That is mandatory. If his wife 
can't come in, we don’t want to see 
him. If, in the course of our visit 
with them, we sense in the slightest 
that the relationship between husband 


and 


wife is not as it should be, we 
will not advance that man we are 
hiring the lady, too. Consequently 

j 


t come up to our stand 


if he doesn 
ards or the combination doesn’t 
come up to our standards we don't 
hire the combination. We are not 
hiring the man, we are hiring the 
combination 


The End 
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THE LARGEST 
Opening Spring 1958 CONVENTION HOTEL 
IN THE CARIBBEAN 
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COMPLETELY AIR-CONDITIONED 


e)«)< 
eile 


PEE 
{* 2 


a hel od a a el 


ef Bat he Sh he ld 
MUM 


8 
~~ Pe 


| 


630 air-conditioned rooms all with private bal- 
cony for dining and entertaining 


Meeting rooms for 100 to 1850 
Banquet facilities for 50 to 1300 
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Swimming pool and Cabana Club with out- 
door dining terrace 


hl 
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Casino 


Golf privileges 


Y, 


No passport or currency problems 
Exciting night life 


Now is the time to plan next year’s convention in gay 
Havana ... one of the world’s most fabulous cities, Only 
4 hours from New York by air. 


For information or literature write: 


Joseph T. Case, Sales Manager, Hilton Hotels International, 
The Waldorf-Astoria, New York 22, N.Y. Tel: MU 868-2240. 


exceptional meeting rooms, Hugh Tulane 


Room for up to 2,000 persons equipped 


The favorite is New Orleans’ famed Jung 

Hotel. Largest and finest convention facili 

ties in the South, 1200 guest room 12 
* | 


with ma ive ervice elevator and tage 

\ completely air-conditioned rV, radio . 
fabulous steaks in the Charcoal Room 
beautiful cocktail loung experienced 


convention staff 


7 
A 


NEW ORLEANS 


ws Completely Air-Conditioned Aa Affiliated National Hotel G. 


TEXAS: Austin — the Stephen F. Austin ALABAMA: Mobile—she Admiral Semmes 

Brownwoed—the Brownwood, Dallas—the — //, Birmingham — the Thomas Jeflersor 

Baker and the Travis; €\ Paso — the Yh WASHINGTON, 0. C the Washington 
wy 


Cortez: Gaweston — the Buccaneer, Gal A RADIOS—TELEVISION INDIANA: Indianapolis — the € laypool 
Seahorse, Jean Lafitte - COMPLETELY Al® CONDITIONED LOUISIANA: New Orleans — the Jung and 
the De fo. WEBRASHA: Omaha he 
Paxton, MEW MEXICO: Clovis-—the C1 
SOUTH CAROLINA: Columbia the Wade 


nado Courts; Laredo—the Plaza; Lubbock “Fes ree Inter Hotel Teletype 

— the Lubbock; Matlin — the Falls; San 4 Service 

OFFICES: New York Circle 76940 Washington fFXecutive 3648) HW VIRGINIA: Mevat 
Chicago MOhawk 45100 Cleveland . PRospect 1-7827 emnpens eeatain Loko 
Mexico City 4-96-92 Galveston SOythfield 58536 the Mountain Lake; the Monticella 


Angelo — the Cactus: San Antonio — the 


Menger and the Angeles Courts 
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Who Says It Takes a Lot of Money 
To Stage an Exciting Meeting ? 


Substituting imagination for cash, a Canadian company 


packs its sales meetings with dozens of clever ideas. Turns 


slow sales force into dynamic productive group. 


BY OLIVER L. NIEHOUSE 


Advertising and Sales Development Manager 
TCF of Canada, Ltd. 


By overlooking or not placing the 
proper emphasis on the importance of 
the sales meeting, you bypass a dy 
namic force that, with proper dire 
tion, can be used to overcome any 
number of organizational, customer 
or competitive problems. 

[his idea was emphasized for us 
at I'CEF by our own situation. Prob 
lem that faced “TCE was that once 
having entered into a competitive 
field in a highly specialized area, and 
after trying to adequately and in 
telligently train and prepare the new 
salesman, we were not getting the 
proper response, 

‘The sales program seemed to be 
missing vitality and this reflected in 
the sales records. Something was 
needed to trigger the entire marketing 
program and make each individual 
salesman aware that he was part of 


BRICK IN THE MAIL 


a marketing program and that he 
identified himself with “CF of Can- 
ada, Ltd. 

After much hair pulling and many, 
many man- 
agement turned to the sales meeting 


brainstorming — sessions, 


as a means of conveying its message. 

lirst meeting in the new program 
carried the running theme, “Building 
Bricks for 56.” In planning the 
meeting, heavy emphasis was placed 
on the pre-meeting build-up to create 
suspense and interest. Management 
felt that if salesmen came to the 
meeting full of curiosity, we were 
thereby assured of initial interest dur 
ing the opening phases of the meeting. 

We found that this helped to get 
our meeting started on a higher in- 
terest level than if we were to rely 
solely on the meeting program or 
simply the advance publication of an 


That's what TCF salesmen received, No message or hint as to 


sender was included with the brick. It was all part of a build-up for the theme of a 


forthcoming sales meeting, ‘Building Bricks for '56." Program, right, used same artwork 


as a previously mailed teaser, Teaser mailings, including real bricks, to the 30 salesmen 


cost less than $50. This includes printing of meeting program, advance pieces and postage 


agenda. ‘lo stimulate interest, a di- 
rect mail campaign based on the 
building bricks theme was worked 
out. 

Four weeks before the meeting a 
mailing went out in a plain white 
envelope, with no company identifica- 
tion, consisting of a drawing of a 
cross-handed bricklayer. Five days 
later, every man was mailed an actual 
brick, still without any identification. 
This had an unforeseen impact. When 
the brick arrived, many of the sales- 
men were away and there was no one 
to receive it; thus, they had to call 
for it at the post office and lug it 
home. 

Five days later, another mailing 
was made of the cross-handed brick 
layer, this time identifying the theme, 
“Building Bricks for 56,” and shortly 
after salesmen received the actual 
meeting announcement. 

As a result of this pre-meeting 
buildup, enthusiasm and curiosity 
were high and at no time had we 
given any indication of the tie-in be 
tween the bricks or bricklayer theme 
and the meeting itself. At the meet 
Ing, the theme Was carried out in the 
program, in the envelopes supplied to 
take material home, in material dis- 
tributed by the company, in room 
decorations and in the follow-up ma- 
terial sent out after the meeting. 

Purpose of the two-day meeting 


‘Building Bricks for ‘56" 
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“| 


convention spot | 


everything * 


As many of our convention visi- 
tors have put it, ‘Here's one place 
where business is a pleasure!” 


And no wonder! When the day's 
meetings are over, you're only min- 
utes away from your favorite form of 
fun—playing golf, ice skating, shoot- 
ing trap or skeet, fishing, swimming 
or just sitting and soaking up the sun. 


We would welcome the opportunity to 
show you how nicely our facilities will 
fit your convention requirements. For 
free convention folder and the com- 
plete story, just write Mr. Winston 
McCrea, Manager, Sun Valley, Idaho. 


GOLF + TENNIS « SWIMMING 
HORSEBACK RIDING: FISHING 
MEETING ROOMS SKEET AND TRAP SHOOTING 


No. of Rooms Mox. Copocity 


og ne MOVIES «BOWLING 
DUCHIN ROOM 100 DRIVE YOURSELF SERVICE 
SLALOM ROOM “7 OUTDOOR ICE SKATING « DANCING 


Numerous smaller rooms : 20 to 50 AND 
EVENING ENTERT 
BANQUET ROOMS AINMENT 
No. of Rooms \ Max. Capacity 
LODGE DINING ROOM 350 
CONTINENTAL 600 
Liquor by the drink available per state laws 
except Sunday and designated holidays 


RATES 
AMERICAN PLAN EUROPEAN PLAN 


per person, two 
$] 5 in a room RATES ON 


per person, REQUEST 
+] 8 single room 


CAPACITY 


Sleeping accommodations for 500 persons 


OWNED AND OPERATED BY UNION PACIFIC RAILROAD 
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KANSAS 
CITY'S 


NEW... 


America’s newest, most 


For... 


SALES 
MEETINGS 


CONVENTIONS 


TRADE 
SHOWS 


EXHIBITIONS 


EQUIPMENT 
DEMONSTRATIONS 


modern stadium offers 
30,611 modern, comfort 
able arena seats; off-street 
parking facilities for more 
than 6,000 cars and buses; 
over 135,000 square feet 
of field area; best lighted 
major league field for 
night events; complete 
operating personnel always 
available; modern conces 
sion stands; dressing rooms; 
press box and many other 
advantages 


For full details about Municipal Stadium, Write 


CITY MANAGER, CITY HALL 
KANSAS CITY, MISSOURI 


Meeting Space for 2000 
Or Banquet of 1800 

Or Space for 100 Exhibits 
Three Spaces for 500 
Garden Dining for 1500 


Twelve Rooms Ranging in Size 
to Accommodate 25 to 200 


Free Parking in Hotel Grounds 


Largest Hotel in Atlanta 


Ade Bill more 


was three-fold. It was to discuss the 
services salesmen had available, many 
of which were new at the time; also, 
to describe and illustrate how these 
services were to be used. Underlying 
the whole proceeding was manage- 
ment’s desire to fire the energy, inter- 
ests and company pride of the sales- 
man. 

Ka h service desc ribed was repre 
sented by a brick and at the conclu 
sion of a particular presentation the 
speaker placed on the table a brick 
labeled with the name of that service. 
‘These bricks eventually built up into 
the shape of a pyramid. ‘The last 
brick to go on the top was one marked 
“YOU” meaning that all of these 
services were of no value unless you 
(the salesman) did something about 
using them. 


Given Trowels 


At the conclusion of the meeting, 
each man was presented a bricklayer’s 
trowel by the president of “'CF, on 
which had been stenciled the theme, 
“Building Bricks for 56.” As each 
man received his trowel, a_ picture 
was taken of him shaking hands with 
TCF’s president, Drummond Giles. 

entire meeting was given a.“‘dra 
matic” type of presentation by build 
ing a 12-inch-high platform stage with 
draw curtains and using houselights, 
spotlights and curtain openings and 
closings to punctuate key points in 
the meeting. We were able to con 
trol the seating arrangement with 
place cards, 


Recorded Introduction 


Promptly at the indicated starting 
time, the background music Was cut, 
houselights dimmed, and, with the 
room in. total darkness, we used a 
tape recorde! with unrecognizable 
voices to provide the following intro 
duction . 

“The meeting.” 

“The meeting. 

“The meeting. 

“Let's get on with the meeting! 

“What's it all about?” 

“Is it going to help me sell?” 

“Will it help me with my prob 

lem?” 
“What's it going to do for me? 
“Yeah, what's it going to do for 
me?” 

Unison—fve voices) “What's it 

going to do for me?” 

At that point, the spotlight came 
on Ron Mander, ‘VCE sales manager, 
at the speaker's stand who picked up 
the last words by replying, ‘Here's 


Make Your Next Convention 
or Meeting a 


TRIUMPHAL SUCCESS 


AT MATCHLESS 


LAKE PLACID 


“The Most Beautiful Place In The World” 
Where Tensions Vanish and Relaxation 


Makes for Concentration 


@ Complete Modern Facilities 


Finest Hotel Accommodations and Service 


A Wonderland of Year-Round Scenic 
Pageantry 


Seasonal Sports and Spectacular Sports 
Events 


Shops . . . Theatre . . . Church 


Easily Accessible by Air, Rail,, Highway 


Cooperation, Hospitality, Service That 
Will Bring You Back to Lake Placid Again 
and Again 
For Complete Information, write 
LAKE PLACID CONVENTION BUREAU 
OLYMPIC ARENA 
LAKE PLACID, NEW YORK 


THE 


CLARIDGE 


HOTEL 
ATLANTIC CITY 


DELEGATES AGREE! 

NOT ONLY “CONVENTIONAL” 
BUT EXCEPTIONAL 
Seventeen meeting rooms — cli- 
maxed by Trimble Hall—provide 
facilities for groups of from 25 to 
9689 persons. Exhibit space of ap- 
proximately 12,000 square feet Is 
available, serviced by heavy-duty 

elevator. 

400 spacious rooms, each with tub 
and shower, fresh and sea water 
—splendid meals—health baths— 
music for dancing twice daily. 


GEORGE 8. BRUNI 
Vice Presiden? & General Monager 


ADA TAYLOR 
Director ef Sales 


STANLEY 8. CAMPBELL 
Sales Mancger 
Tetephene Atiantic City 6-127) 
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what this meeting’s going to do for 
you...” and so we were off to a 


KANSAS 
CITY'S 


MODERN... 


rousing start. 


Two Backstage 


Unfortunately, we never had the 
advantage of a full-dress 


because a number ot our 


rehearsal 
speakers 
came from scattered, distant points. 


STANLEY RESORT 


ESTES PARK, COLORADO 
CONVENTION FACILITIES 


Casino Auditorium: 42 x 66 plus balcony and 
theatrical stage, 15 x 24. Seats 
Maxwell Room: 65 x 80. Banquet and dinine 
facilities for 450. PA system, stage, service bar. 
OTHER SPECIAL ROOMS INCLUDE 


Music Room: 40 x 40. Seats 140 


‘Therefore, our backstage crew of two 
people from the Advertising and Sales 
Promotion Depr. worked feverishly 
directing from cue sheets. ‘hese de 
changes, back 
ground sound effects, curtain changes 


termined all light 


and props that were needed for each FE FINEST facilities for any 
OF... type of indoor event. Arena 
. SALES floor . po eng 
the start in the morning, atter lunch, . SOG; SERIOIITER Were, 
a MEETINGS + pega reign 


7 CONVENTIONS atre; 26 meeting rooms 


seating from 18 to 428 
NOON Sessions. @ TRADE Air-conditioned. Tunnel 
For fast pace and to make the SHOWS connection to modern 1200 
meeting more enjoyable, we kept in- cor underground Auditor 
@ EXHIBITIONS ium Plaza Garage ord to 
Muehleboch and Aladdin 
. EQUIPMENT Hotels, in heart ef down 
DEMONSTRATIONS Bite 


presentation. In addition, background 


music was used 15 minutes before 


17 x 40. Seats 100 
32 x 32. Seats 140. 
2 x 32. Seats 140 
Ranch Room: 32 x 25. Seats 100 


during the 15-minute coffee 


and at the « lose ot morning and after 


“Extras” Included in American Pian 


Square dancing . . . chuck wagon dinners . 
ladies luncheons . . . pool . , swimming . . 
nightly entertainment and dancing 
sion to world famous Lariat Lounge... . 

: horseshoes . . . putting... . 
children's playground with supervision .. . 
pong... biliferds .. . bingo .. . card games 
. » fashion shows 


terest level high throughout with au 
dience participation activities when 
ever possible. During this two-day 
meeting, presentations used such as 


Horseback riding, tours of National Park, golf, sorted visual aids as a blackboard, a 


boating end fishing available at reasonable rates. For full details write 


Manager, MUNICIPAL AUDITORIUM 
KANSAS CITY, MISSOURI 


flannel board, charts, a movie and a 
Estes Pork ‘Phone 23 slide 

Chicago ‘Phone MOhawk 4-5100 
Teletype No. CG-1264 


presentation which we pre 


pared. Individual presentations in 


cluded skits, quiz sessions, audience 
participation in a game ot I wenty 
Questions, use of a taped interview, 
taped background sound effects and a 
questions and answer period. 

At the end of the first day's session 
Ron Mande 


saying, “And today you heard 


Florida’s Famous 


Hotel Ponce de Leon 


wound things up by 


Eagles Mere 


... for informal yet produc- 
tive meetings of groups up 
to 400. Secluded, yet easy to 
reach, this famous resort 
nestles 2200 feet high in the 
Allegheny mountains over- 
looking the Lake of the Ea- 
gles in all its scenic splendor. 
Excellent accommodations, 
18 hole golf course, a full 
program of outdoor fun, gay 
gatherings in cocktail lounge 
plus superb meals make ev- 
ery day a success. 

Write today for descriptive 
literature and information . 
Henry E. Kirk, Jr., Manager 


THE 


LaKeside 


EAGLES MERE, PENNA. 
Season—June to September 
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which was followed by a taped play 
back of one pertinent sentence fron 
each presentation. At the wind-up of 
the second day, a similar tape was 
used. 

No speaker's name was listed in the 
program, as we felt that the absence 
helped contribute to the suspense, To 
continue this line of reasoning, speak 
formally introduced, 
When the sales manager concluded 


ers were not 


his opening introductory remarks, he 
left the stage through the opening in 
the curtain and the next speaker came 
on immediately. In one or two in 
peakers 


they came on and introduced them 


stances where we had guest 


selves by saying, “Hello, I’m John 
Jones from your advertising agency.” 

‘Thus, the whole two-day produc 
tion took on a fast pace, Was exciting 
employed a con 


| he mM 


pact it produced on the audience ap 


ly presented and 
siderable element of suspense 


peared to be all we could ask for and 
more. Another important factor trom 
the management point of view was 
that we did all of this on quite a 


{ distinguished hotel 
with excellent 


meeting facilities... 


for ar ps that demand the 
finest. 18 hole championship golf 
course. Olympic Swimming Pool 
Many other sports. De Luxe accom 
modations for 330 

Please communicate with Edward 
G. Flather, Jr Manager P.O. Box 
1291, Saint Augustine, Florida 

Opening Winter 1958: the de 
luxe Ponce de Leon Golf and Motor 
Lodge, with top facilities and accom 


modations for 140 


Hotel Ponce de Leon 


SAINT AUGUSTINE, FLORIDA 


i ee el a a 


~ 
~ 


small budget Ihe costs were 
low 
Hotel salon rental—2.5 days 
Construction of stage 
Rental of drapes 
Rental of lights 
Kental of l6mm and sound 
slide projector & screen 
Rental of training film 
Printing (mailers, programs 
envelopes 
Preparation of display panels 


flannel boards 


Total 


the 


add 


as fol 


$45.00 
13.00 
10.00 
9.00 


22.00 
40.00 


14.00) 


KH .O0) 


$275.00 


cost of 


the two days, drinks be- 
lunch and coffee for the four 

breaks, all of which were 
Promotion Dept. 


still 


lunches for 
tore 
cottee 
charged to Sales 


budget for sales cost 
comes to only slightly over $500. 

With the 
follow-up program was immediately 
so that 


not lose our points of emphasis and 


meetings, 


sales meeting over, a 


set into operation we would 
also to refresh the enthusiastic glow 
the ‘Ten 


everyone 


reated by meeting. days 


after the meeting was sent 
a tramed picture of himself rec eiving 
the trowel and autographed by Presi 
dent Grile later each 


‘| wo wW eeks 


DOES THIS MAKE SENSE 


Did you, as one interested in sales conferences 
and conventions, note in Sales Meetings Mag- 
azine the preliminary schedule of 1957 meet- 
ings to be held at the Palm Beach Biltmore? 
Did it occur to you there must be a reason for 
the continued and consistent return to The Biltmore of groups of 
such great attendance and requirements? Did you know more 
and more successful company incentive programs and conven- 
tions are planned for The Biltmore? Is capacity, facilities, “know 
how” services and entertainment your problem? 

Let us send you our color narrated film. We have the answer 
to your conference jigsaw puzzle. Drop a line to L. E. Ames, Sales 
Director. We are sure we can help you. 


PALM BEACH BILTMORE HOTEL 


“YY? reslige (Vame for 


“Prete Mectugs/ 


ATLANTIC CITY'S FOREMOST LUXURY HOTEL 


THE 


HEL BURA 


\ BOARDWALK at 
| MICHIGAN AVE. 


Offering the FINEST CONVENTION and BANQUET FACILITIES 
ANYWHERE! NEW! GRAND BALLROOM - KERRY HALL - 
EXHIBIT AREA - AIR CONDITIONED 


* Every Mechanical and Electrical Utility. ¢ Complete Projection 
and P.A. Systems. * Seating Capacity 1000, Banquet 600. * Closed 


Circuit TV and Radio and Versatile Lighting. 


Meeting Rooms. 


* 10 Magnificent 


DECOR BY DOROTHY DRAPER 


Luxurious guest rooms — many air conditioned. Television available 


Deiuxe suites. 


Internationally famous cuisine. 


Unexcelied, personalized service, long a Shelburne tradition 
Write for complete details 


MARCUS FORD, Sales Mgr. 
In New York Phone REctor 2-6586 


Telephone Atlantic City 4-8131 


Xx 


2“ 


person was mailed a “reminder” sales 
bulletin covering pertinent points, to- 
gether with a picture of the pyramid 
of bricks. In ensuing months, branch 
offices took up ideas presented at the 
general meeting and applied 
them to local problems. 

Success and momentum of the first 
sales meeting showed up clearly in 
sales and soon we found that it was 
time to plan for the next sales meet 
ing. ‘Io build on the favorable atti- 
tude toward the sales meeting created 
by the first session, we decided to vary 


sales 


our approach a bit. 

We set the next meeting (Septem 
ber 1956) at a fishing resort, and 
exploited the natural setting by uti- 
lizing a fishing theme for both the 
program and advance build-up. Ini 
tial mailing was sent out in a plain 
envelope and consisted of a yellow 
folder with an attached fishing fly and 
slogan, ““You Gotta Have Bait.” This 
was followed a week later by a sim 
lar mailing, “But You Gotta Use 
Skill” which also had a fly attached. 
One week the actual meeting 
announcement “‘Land of the Wop 
was mailed. 

Conditions were a little more rusti: 


later 
pers” 


at the fishing resort but we were still 
able to give it a theatrical setting by 


ARIZONA’S 
COUNTRY CLUB RESORT 
INVITES 
GROUP MEETINGS 


Accommodations for 150 guests in a 
secluded club-like atmosphere only 15 
miles to Phoenix. 70 acres of lawns and 
flowers. Magnificent golf course and 
other sports. 3740’ Paved Airstrip. Su 
perb food and well-trained service. Va- 
riety of meeting and conference rooms 


Season: NOVEMBER to MAY 
THE 


WIGWAM 


LITCHFIELD PARK 
ARIZONA 
READE WHITWELL «+ Mgr. 
In Chicago Call: MOhawk 4-5100 


SALES MEETINGS 


constructing a small stage and _ bor- 
rowing drapes to use as draw cur- What's TCF Do? 
tains. Fishing nets were strung up 


around the walls and life preservers, : 
lettered with TCF Fishing Clinic film, known in the United States generically as cellophane, Elsewhere in the 


TCF of Canada, Ltd., is manufacturer and marketer of transparent cellulose 


helped add to the atmosphere world, including Canada, ''cellophane" is a protected trademark. 


Entire meeting was built around 
the theme, “It Takes Both Bait and 
Skill.” Purpose of the meeting was To further develop the fishing at + pM on the first meeting day 
to provide the bait that the men theme, every presentation was given which in actuality was an early break 
needed by giving them everything that a fishing or nautical title and we felt ip of the meeting so that all of the 
they had asked for in a questionnaire that this added to building suspense men could go fishing. Boats, guide 
which was circulated several months and holding interest throughout the and bait were provided and, while an 
prior to the meeting. In addition, we two days. We even included in our early season snowstorm blew up that 
sought to develop their skill in the program a “3 Men in a Boat” item afternoon, it is underestimating it to 
use of this bait through practice dur- 
ing various presentations. 

We again used all of the visual and 
audio props tried previously and in 


. . a 
addition held a “Stump the Experts”’ On your Convention 


game. QOne-dollar bills were awarded ; 
to anyone in the audience who asked meet with more success at the 


a question on the subject of com 
petitive films which a panel of experts 
was unable to answer. ‘The panel had 
just previously concluded a series of 


discussions and demonstrations on 
competitive packaging materials to in : 
crease the salesmen’s knowledge of MORE Convention Facilities 1) fully equipped meeting rooms seating 10 to 


what their competition was. Also, 575 theatre-style and 725 banquet-style. 3 dining rooms. Garden banqueting in 
the ‘’Glen.”’ 


MORE Special Services Publicity and promotion « Most up-to-date conventi 
equipment complete projection and public address system 


impromptu talks were given by every 
one in the audience not scheduled to 
participate in the program itself, with - 
prizes awarded to the best speakers. : MORE Recreation Facilities 6 acres of tropical loveliness « Every room with 
private terrace and ocean view « 2 blocks of private ocean beach, pool, cabanas 
« Balmoral! Club and Embassy Supper Club. Gourmet dining « Free parking 
FULLY AIR CONDITIONED 
Convention staff directed by REED SEELY, Gen. Mgr 
IRVING RUDD’ will be on hand 
- to offer you new and helpful 
The New Air-conditioned convention ideas 


*Formerly Director of Public Relation 


General ciftsatine | eee 
O ] h OCEANFRONT ot 98th STREET, BAL HARBOUR, MIAMI BEACH, FLORIDA 
glethorpe 


HOTEL GOLFCLUB COTTAGES 


The new ownership of this fine > ey No resort offers a more conducive atmosphere 
resort has redecorated the entire Je for sales meetings and conventions. The unsur- 
hotel .. . and two-thirds of all passed facilities of the Equinox include— 
guest rooms have been air-condi- 
tioned. Air conditioned ballreoms r © Scenic 1426 acre estate 
& meeting rooms! 18-hole golf 
course on our own grounds, giant é . Convention Hall seating 300 
outdoor. pool, boating, fishing, 
tennis, dancing. Attractive con TMG J, Accommodations for 335 persons 

: ys eK 
vention rates. Write for color 
hrachure and information. 


LOYD BUMPAS Private Trout Lake 
General Manager | 


New Swimming Pool and Terrace 


Finest Golf—Nationally Rated 6690 
Yard Equinox Golf Club 


The food and service at the Equinox are without 


peer. Full cooperation of our staff and manage 
John J. Dewey 
Managing Director ment assures attention to every detail 


Ce YuUnox Howe 


MANCHESTER-IN-THE-MOUNTAINS ~ VERMONT 
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“A good time was had by 


D ‘ say that 
esigned tor all” 

This meeting had the added ad- 

vantage of being away from \on- 


e . WY iff) } 
Business with i} 1 i, treal. our home office, and therefore 
Ui hag j _— Montreal salesmen and sales office 


personnel had the opportunity of get- 


Pleasure yo’ ting better acquainted with the rest 


of the organization. 

Costs of holding a meeting out ot 
town were higher, but all lodging and 
meal charges were allocated to the 
Sales Dept. with Sales Promotion 
Dept. picking up only the bill for the 


actual staging of the meeting 


Reminder Mailing 


As a follow-up, we sent each man 
a special mailing piece, ‘Just a Line 
reminding him of the seven points he 


¢ 


was to use. ‘hese were designed to 


produce a 7% increase over the cur 


) ph to, Home ® 
‘ n 
7 YW y 'b ir- rent quarter's sales in each of the next 
USCL. A OL \ dicated two quarters. Every two weeks over 
SCOTTSDALE, ARIZONA es me. ‘ the next three months each salesman 
ne 


' : received a letter from the sales man 
(10 miles from Phoenix) ‘ = 
ager which tied in the “Seven Points 


for 7%” with other famous sevens 


—ARIZONA'S FINEST RESORT einer, ° Str se 


World,” the “Seven Deadly Sins” 
G R | ‘ ic : ctu 1 
yue st ooms uxurious and spacious re s | 


for 100 - and so on. 
« guests PS We achieved the 7% increase in 
Meeting Room—beautiful and new, 


each of the next two quarters, even though 
completely equipped for 200 


these months normally represent the low 


Dining Room—the finest of food for 
150 points of our annual sales curve 


' 
Cocktail Lounge—an intimate and ap- Final ae to be used me illus. 
pealing room accommodating 100 tration was “Par or Better in 57, 
A courteous, solicitous management held in April, 1957 his meeting 
and staff plans everything for the \¢- yvacked the biggest wallop to date 
I y 4 } J EE I 
effectiveness of your business meetings 


. which we felt resulted from a more 
and the pleasure of your visit 


successful integration of theme with 
Recreational facilities on our premises 
include a heated swimming pool, 
stables, putting green, tennis court N. having set a precedent and a standard 
and shuffleboard. Excellent golf nearby. ®s,, for creation and fulfillment of meet 


meeting and advantages derived from 


A 2,800-foot runwav for private and INES. 
executive aircraft 


ay rates during November, Decem- 


ber, January, April and May are very Golf Theme 


moderate. 


Royal W. Treadway We again used the advance build 
President & General Manager up, even though by this time such 
mailings are identified at once as 

either being from Sales Promotion 


Dept. or having to do with a sales 


PENNSYLVANIA’S CAPITAL HOTEL 


conference. First mailing was one of 


/ a tied-up golfer, simply indicating 
The PENN HARAIS meeting dates. ‘This was followed a 


week later with a meeting announce 


f abulovs 


with 


ment mailing depi ting the same tied 
up golfer. 
400 ROOMS « 5 UNUSUAL RESTAURANTS In preparing the program itself, all 
agenda titles involved either golfing 
technique or golf equipment. 


@ The Plantation ¢ Pennsylvania Grill 
@ Harris Ferry Tavern ¢@ Esquire 
@ La Rue Du Ville 


During opening remark Ron 


Mander outlined five specific steps to 
meet our sales objective for 1957. An 


easel containing these five steps was 
brought out in front of the stage and 
kept in full view of the audience 


DOOCOOOOOKW 
vy 


MARK W. SWEGER, VICE PRESIDENT AN JANAGING DIRECTOR 


SALES MEETINGS 


withul (omveilions 
jor Smaller Ghoups 


at the new fully air-conditioned 
Toffenetti Hotel in St. Petersburg 


Nanaine @ convention or sales meeting for @ 
group from 10 to 150? You'll find that the 
new Toffenetti Hotel has ideal facilities for 
serving groups of this size with personalized 
attention: 


* Modern meeting-banquet 
modating up to 150. . 
exhibits 

* Beautiful restaurant serving world-famous 
Toffenetti food .. . can accommodate up 
to 300 for special banquets 

* Smartly furnished 

* Cocktail lounge 

* Perfect location in the heart of St. 


Petersburg, near all sports and sight- 
seeing attractions 


room accom- 
. with facilities for 


quest rooms 
* Free parking 


Open all year round. For information write 
James McManemon, Managing Director 


THE NEW 


AIR-CONDITIONED 


FIRST AVE. AT SECOND ST. NORTH 
ST. PETERSBURG, FLORIDA 


The same hospitality as at our world-famous 
Toffenctti Restaurants in New York and Chicago 


L 


™ fladdinrer 


in Kansas City 


A Wonderful 
MEETING PLACE in . 


the Heart of America 


Convention, Sales 
Meeting, and Banquet 
Facilities for up to 400 


Completely 
AIR CONDITIONED 


TOWER BALLROOM 
RESTAURANT 
COFFEE SHOP 
COCKTAIL LOUNGE 
Connecting tunnel to new 1200 
car Auditorium Plaza Garage 


K. C.’s Most Convenient 
Downtown Location 


Information 
Pellow, Mgr 


_ ; 
or call Victor eos MO. 
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throughout the two days of the con- 
ference. Talks early in the program 
on “The Grip,” “The Backswing,”’ 
“The Downswing,” “Keep Your Eye 
on the Ball,” and “Follow Through” 
were each related to one of these five 
steps. 
As each 

given, a red 
the 


under discussion. 


presentation was being 
was attached to 


the 


arrow 


easel opposite specific step 
All remaining pres 
titles of 


golf equipment, were concerned 


entations which carried spe 
cific 
with helping the men do all five of 
these steps. 


Equipment Tie-In 


When a presentation bore the title 
the speaker 
came on stage carrying the equipment 
His then tied 
in with the piece of equipment on a 
table and so by the end 


of a piece of equipment 


introductory remarks 
of the second 
day we had built up a supply of every 
a good golfer, with 


1957 


thing needed by 
every item relating to our pro 
gram. 

Again we used all the audio, visual 
and audience participation stunts tried 
before and added a brainstorming ses 
This first, to 
a particular problem, and second, to 


sion. Was done solve 
demonstrate how this technique could 


be applied to solving other pr »blems 


the 


each person was provided 


To get audience participating 
physically 
with some sort of noisemaket Toy 
bongo 


such 


any 


sinall 


squeakei “I 


horn siren, a miniature 


drum buzzers and 


other things as find in 


10-cent 


you Can 


During 


were all 


store introductors 


remarks salesmen 
opportunity to use them as 


as possible and encouraged ( 
tinue through the following two « 
met with 


“ he never something 


appro. al 


Incentive Award 


An incentive award was createa 


consisting of one engraved pewter 
beer mug to be presented to the sales 
men for each million pounds of trans 
parent cellulose film sold. Engraving 
on the mug showed the date that each 
representative's million milestone had 


been reached. 


$e ause we had several new ies 


attending a TC conterence tor the 
‘first time along with representatives 
of our distributors from the western 
provinces and overseas representatives 
from our associate ery 
name badge with the 


Better 


company, ¢\ 
man wore a 
legend, “Will 


Score Par or 


Are your conventions 
"at home" 
too conventional? 


It takes no more time 
or money to have an 
overseas convention 


by alirece ——EE 


for full information write 
Pan American, P.O. Box 1790, 
New York 17, N.Y 


PAN AME RICAN 
World's Most 
Experienced Airline 


KEYS TO 


HUMAN RELATIONS 


IN SELLING 
A NEW COLOR SOUND-SLIDEFILM KIT BY 


HEADQUARTERS FOR SALES TRAINING FILMS 


This kit of five full-color sound-slide 
films will help any salesman acquire 
and use good hymen relations prac 
tices that will unlock doors to more 
sales. it's flexible, up to déte, and 
suitable for all lines of business 


THE FIVE BASIC KEYS 


EMPATHY —how to create the atmos 
phere favorable to closing the sale 
RECOGNITION—-how to make the 
buyer like you and want to do busi 
ness with you 
CONSIDERATION-—-how fo get the 
buyer to hear and consider what you 
tell him 

COMMUNICATION.-how to moke 
sure he understands and believes 
what you sey 


SECURITY—how to get action 
Send for FREE 1957 Film Catelog 


DARTNEL 


4660 RAVENSWOOD AVE. 
CHICAGO 40, ILt. 


CINCINNATI’S tarcest 


AND LEADING 
CONVENTION HOTEL 


HOTEL 
HERATON-{ ,IBSON 


Complete Convention Facilities 


1,000 SLEEPING ROOMS 
90% AIR CONDITIONED 


700 WITH ‘TV 


24 Meeting Rooms ranging in 
capacity from 10 to 1700 


TELEPHONE MAin 1-6600 
TELETYPE CI-559 


Ann Kroger, Sales Manager 


HOTEL 


LASALLE AND MADISON 


CHICAGO 


Teletype 
CG 28 


@ Complete facilities adaptable vo 
any type of function 

@ Personalized attention to 
every detail 

@ Convenient to railroad terminals 

@ Located in the center of 
downtown Chicago 

@ Gracious, modern atmosphere, plus 
traditional LaSalle hospitality 

WRITE FOR ROOM CHARTS, FLOOR PLANS AND FULL DETAILS 
A.M. QUARLES M. P. MATHEWSON 


s1OGNT SALES GCIRECTOR 
A\ Manacte 


REAL LURE was glued to the inside of this pre-meeting teaser. Cover of this mailing 


piece says 


57 under the name. 

At this meeting we used a signal 
device to prevent any of our speakers 
from running too tar overtime. They 
were warned in advance that three 
minutes before the scheduled end of 
their talk a green light would appear 
It was visible 
only to the speaker and not to the 


on the speaker s stand, 


iudience. When one minute remained, 
a red light and upon 
reat hing the time the talk was sched- 


it changed to 
uled to end, the red light began to 
flash. 
top management people and had a 
remarkable effect in holding long 
winded speakers in check. We had 
threatened to have a boat hook handy 
with which to pull them off the stage 


‘This was used even with our 


if they ignored the signal, but no one. 


forced us into such drastic action. 

We emphasize the element of 
proper timing because we find that a 
series of short presentations which are 
rapidly paced, presented by different 
speakers and covering several phases 
of a given subject, have a better effect 
on our audience, Longest presenta 
tion on the program was a 75-minute 
entitled ‘The 
which the advertising and sales pro 


which 


session Brassie’ in 
would sup 
port the men during the year ahead 
While this is longer 
like to run, it was 
kept smooth-flowing by discussing dif 


motion program 
was explained. 


than we usually 


But you gotta use skill." Two of the mailings used fresh water flies 


ferent areas of activities separately, 
by showing or passing out samples of 
materials wherever possible, and also 
with back 
ground thinking that went into the 


by providing the men 
| Laat 


development of the program. 

Over the course of the past two 
years we have been gradually acquit 
ing a number of stock items that can 
be used for our future meetings as 
well as in meetings that we periodi 
cally Stage tor customers, so that the 
costs of these anticipated meetings 
will be reduced. 


Most 


aC hieved tor 


single factor 
ICF by the sales meet 
ing is that it has bridged the gap be 
tween 


important 


management and the sales 
force. From our very approach to the 
sales meeting, in its preparation and 
in its fulfillment, there transcends a 
company personality, and an attitude 
of progress and enthusiasm, ‘The 
spontaneous, favorable response trom 
management, our directors and from 
visitors from our overseas associates 
who have attended our meetings, lead 
us to believe that we are on the right 
track 
that the best 


with our approach. We feel 


testimonials, however 
come from the salesmen themselves 
demonstrated by their enthusiasm and 
asking, “When 


? 


by their continually 
is the next sales meeting going to be 


The End 


our toot with the Wott 


‘on the MISSI 


IPPI GULF COAST 


OVERLOOKING THE GULF of MEXICO 
midway between GULFPORT & BILOXI 


EDGEWATER PARK, MISS. 


“THE GULF COAST'S FINEST HOTEL 


FOR THE FINEST CLIENTELE” 
100% AIR-CONDITIONED 


Everything under one roof——meeting rcoms for small, 
Regional or large National groups, banquet and 
dining facilities. Beach—swimming pool—private 18- 
hole championship golf-course—dancing—planned en- 


tertal 


t. We 


jalize in personalized attention! 


inquiries appreciated and promptly handled 
Write: A.P. SHOEMAKER Jr., General Manager 


N. MEISNER, Sales and Convention Manager m 


SALES MEETINGS 


FULL-SCALE DARK ROOM was set up to demonstrate this big camera and similar 
equipment on display. William E. McLaughlin, left, is Brintnall manager, and Leonard 


Florsheim, Jr., is president, Robertson Photo-Mechanix Inc 


, Chicago 


Top executives 


represented manufacturers at workshop. Distributor's promotion scored with 1,400 visitors 


Put Visitor Benefits 
Into "Open House” 


Multi-line distributor calls his open house a workshop: 
plays up opportunity for equipment users to present their 
problems to factory specialists; lets his salesmen partici- 


pate early in planning to make event mean more to them. 


BY RAMSEY S. OPPENHEIM 


There was little cause for enthusi 
asm when executives of leading gra 
phic arts equipment 
onverged on San Francisco in April. 

Ihe were there for what all of 
them figured would be just anothe: 
distributor's “open house. 
it worse 


the 


in beautiful golfing countrs 
\ 


show was scheduled for four days. 
That's more than a little long, con 


sidering the lethargy with which the 


trade has been greeting these events 


elsewhere during the ‘past tew yea 
But at 6 p.m. on April 27, when 

the doors of Harry W. Brintnall Co 

where it all took place, were officiall 


' 
1 | } 
closed, those 25 


along with the local 
stati—were completely worn-out but 
thoroughly happy. ‘They'd played to 

including 


1.400 


practically every major factor in the 


registered visitors 


JULY 5 1957 


mManutacturers 


lo make 


industry from Fresno in the South to 
Sacramento, North and East. All 
agreed that if they'd kept the party 
going another four days, they'd have 
doubled the attendance. Word had 
gotten around that this was the finest 
equipment exhibit ever held in North 
ern California; some of those present 
said it was the finest ever held by a 
private firm anywhere 

Brintnall 


branches in Seattle and Lo 


organization with 
Angeles 
as well as the one in San Francisco 
is a division of West Newspape! 
Union, a leading graphic arts equiy 
ment distribute: The 


San I rancisco Willian | 


lin who has beer li) h 


manager in 
Mi La igh 

present posi 

tion for the past three yeas 

the period April 24-2/ tor 


late last year. His aim w: 


DINKLER IS 
CONVENTION- 
CONSCIOUS 


More than two years of extensive work 
and the expenditure of over a million 
dollars have provided Dinkler Hotels 
with the most advanced, ultra modern 
convention facilities in the South. All 
technical equipment, the latest audio 
and visual devices, excellent lighting, 
giant ballrooms that sub-divide to 
allow for groups of various sizes, new 
restaurants, completely redecorated 
guest rooms, 100% air-conditioning 
and ample parking are among the many 
features that have placed Dinkler first 
for conventions in Dixie. 


| DINKLER 


PLAZA 
| ATLANTA 


REET a (AE: Ld 
DINKLER 


TUTWILER 
BIRMINGHAM 


JEFFERSON DAVIS 
MONTGOMERY 


DINKLER- 


ANDREW JACKSON 
NASHVILLE 


SITET tre 


THE 
ST. CHARLES 
NEW ORLEANS 


DIN 


Carling Dinkler, President 


Carling Dinkler, Jr., Vice Pres. & Gen. Mgr. 


SEND FOR YOUR DINKLER CONVENTION BROCHURE 


MR. CARLING DINKLER, JR. 
DINKLER HOTELS CORP 
THE DINKLER PLAZA 
ATLANTA 1, GEORGIA 


Please send me your complete brochure on 
Dinkler Convention facilities in the South 


Nome 
Organization 
Title 


Address. 


heeceeeve eee eee ee ee & 


it a knock-out, 1. Planning started early: Mc- that his equipment would arrive on 
What made it a knock-out ? Laughlin called in professional help time, that his literature was im- 
In the first place, it was billed as a last Fall and asked for a program of printed and displayed. Each was as 
graphic arts workshop. Equipment advertising and a check line of what responsible for the success of the show 
Was hooked up and working. It Was Was needed, Karly in De ember, that as the manager. 
all new equipment, some of it being plan was in writing and a budget set. 
seen for the first time anywhere out 3. Trade interest stimulated: Be- 
ide the manufacturers’ own show 2. Sales staff on the job: A dis cause people who use equipment have 
roolns In the second plac e, a con tributor’s open house isn't much value something to say about the equipment 
bination of factors were involved unless salesmen talk it up and then their firms purchase, it’s a good idea 
without any of which the whole thing follow it up when it’s over. Sales to expose them to the manufacturer’s 
could have bogged down in an over men were given a rundown on the sales demonstrations, too. Hence the 
upply of sandwiches, potato salad plan early in January and asked for first night of the show was “Union 
liced ham and spaghetti their suggestions right then and there. Night,” and members of the unions 
‘Those factors can be explained as later on, each was assigned a group involved in the printing and litho 
tollow of manutacturers, to make certain graph industries were invited to 
come and look around. ‘They re 
ceived the same red carpet treatment 
as their bosses, including dinner. Next 
morning, they showed up at work 
many ot them, with literature and an 
enthusiasm that helped draw in the 
important elements in their companies. 


4. Something worth seeing: ‘I oo 
often, an open house has all the trim 
mings but nothing of substance. It 
doesn't take much brains tor some 
one who knows his industry—and peo 

— ple with enough money to buy ma 
SALES PROMOTION chinery usually know something—to 
see through the fluff of a blue-sky ad 
vertising message. If you don’t have 
things they want to look at, to study, 


Congratulations on your display! 


eee eee 


But good as it was here’s one sales promotion man who’s 
not in the mood to take bows for his company’s display. The 
planning, designing, building, erection and all the other 
details have taken everything out of him. And the budget! et us help make your next 


2's We , at : alf the bills aren’t i +t. Congratu- ° 
— way -_ th it rs : m1 me os . “a in yet. Congratu sales meeting the best one yet — 
ations may be in order but not from the boss. 

at WORLD-RENOWNED _¥ 

’ a 6] ’ e + 

One-Stop” Service eB.) 
One way a smart sales promotion man can handle any display ‘ 
or show is to take advantage of “One-Stop’”’ Service. This 
simply means calling us and having our specialists take over ; — 

. ‘ A , In the land of Hiawatha on a cha 

every phase of your disp:\y requirements. We take pride 7” pine-rimmed lakes — incomparable 
. ° ° ° ' ar i or 
in our creative men, designers and erection staffs. And conference facilities plus golf, indo 


danc- 
| | ! Ith baths, floor shows, d¢ 
in 20 years we have never missed delivering on schedule! pool, beet Oe s foor shew, A 


August and September. Some desir- 
able October dates available — 
the gorgeous Fall color season. Upen 


year ‘round 


If you like original, effective displays delivered 
and erected on schedule and — most important 
WITHIN YOUR BUDGET limitations, without 
hidden costs, you'll be happy you investigated Hila = 
our “One-Stop” Service. Call us soon. ; I - 


oucle 
° te 


. . Write or| phone us. 
“race NORTHERNAIRE 


. ene ° P Th Lakes, Wisconsi 
Display and Exhibit Specialties Company es ide vk ea 


1014 Lynn, Detroit 11, Michigan Telephone TUlsa 3-0602 


SALES MEETINGS 


to consider, you aren’t going to yet were on the job long enough to have stance was able to follow up closely 
them to take the time to visit you! checked and double checked each and on those duties that it delegated to 
showrooms, no matter how high class every detail. Manufacturers, when itself. People made mistakes, but the 
the food or beverage (and beverage they were first invited to participate, whole program didn't bog down be 
Brintnall served was beer). were asked for their own ideas. <A cause of them. 

Advertising in this instance actu study of trade literature on the sub What was done to promote the 
ally listed the items that would be ject was also included. show and what did it cost? 
demonstrated. ~“There were no bal Main medium of promotion was 
loons, no fancy bunting, only a few 7. Delegation of responsibilities: ( y's own monthly magazine 
yards of eight-foot drapery to square McLaughlin considers this the most rin Briefs. March and April 
off the eating area, which was out in important element toward success issues, one with a special back covet 
the service department. ‘Too often, in a small organization ind the other with a special four-page 

Management thinks small attempts to nsert, did a good job of letting the 

5. Qualified demonstrators: In ad follow through itself on the many trade know about the show 
dition to top sales and service people little problems that come up. By dele In addition, there were stickers for 
from 20 graphic arts equipment fa gating duties, management in this in letters and package ind cards, the 
tories, the company’s own service de 
partment was on hand throughout the 
show, to help work the machinery. 

Actual production took place in every rey | see! ( afk - 
category of equipment. Raised print he . 
ing letterheads, colorful pictures, and t ’ . niente 

forms were produced. Booklets were ’ You || find al| facilities 
folded and stitched and trimmed to 

size on cutters. Visitors could work is : (eon 

with the machinery, with guidance zz f 

from people who design and manufa v- Or 

ture it 


Scien dee rinev, A YOUR. CONVENTION 


worked on setting up the plan and 
who worked to make it successful 


at 


The ra Ie 


CHICAGO 


aT "TTT? X | 


NOW #8,000,000 NEW 


YOU'LL GET for your comfort! 


GREATER ATTENDANCE So Much To Like........ costs no more to enjoy the exclu- 


AT FLORIDA'S at The Drake. Convenient sive advantages of The Drake! 


GREAT CONVENTION CITY location... quiet dignity... Ideal for Your Convention 


warm, hospitable service...in Four large air conditioned ban- 
asettingofcomfortnowenhanced quet and meeting rooms, with 

DAYTONA by amulti-milliondollar program facilities for 750... plus 16 com- 
of improvements, including com- mittee rooms, accommodating 

BEACH plete air conditioning. Yet it 25 to 300 persons. 
* Convention Planning “Know How.” 
*% Tropical Resort Relaxation. 
% Hotels and Apartments for 40,000. 


* Meeting Rooms for 50 to 1000 


& Air-conditioned Auditorium Seating “ OWNER MANAGEMENT 
2,500... With Exhibit Space. 


G.E.R. FLYNN 
DAYYOWA Beach RECREATIONAL AREA 
ORMOND BEACH ~- HOLLY HILL VP— Sales 


» . 

SOUTH DAYTONA - PORT ORANGE \ "©0666 snes oe 0S* : 
reer —- WRITERS OS = ‘ a 
1 CONVENTION BUREAU Telephone SUperior 7-2200 okt! 
1 CHAMBER OF COMMERCE Teletype No. CG 1586 — 

{ DAYTONA BEACH, FLORIDA 
INQUIRIES EARNESTLY SOLICITED 
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or 
personalized 
exhibits 


Messmore & pamon 


That “something extra” in 
our finished product reflects a 
client attitude which, in almost 
four decades of exhibit design 
and construction has brought to 
and kept with our firm a long 
and distinguished list of satis- 


fied customers. 
We build to help you sell. 


May we fill this role for you? 


Messmore and Damon 
1461 Park Avenue 
New York, New York 
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New meeting and exhibit rooms. 
Air-conditioned hotel and 
cottage rooms 

Distraction-free location amid 
8500 acres of Sierra foothills 
in Northern California. 
Recreations include mineral 
water baths, massage, swimming, 
dancing, entertainment, 
Carousel cocktail lounge. 

Golf and riding available. 
Modest American plan rates. 


Season—April to November 


size of admission tickets, for distri- 
bution by salesmen. 

Ihe four-page insert was reprinted 
tor a special mailing, with letter and 
admission cards enclosed. 


Return Card 


A last-minute mailer was sent 10 
Included in 
this was a return card requesting in 


days before the opening. 


formation on expected time of arrival 
alerted 
ahead of time to take care of impor- 
About 150 of these 
out of a 2,000 mailing—were 


so that salesmen could be 


tant customers, 
cards 
returned, 

Publicity appeared in regional trade 
papers, along with one insertion each 
in three periodicals, 

That’s all there was to it, spaced 
out in a period of 45 days. 

tach day, the company gave away 
a 14-inch portable television set, with 
the drawings held about an hour be 
fore official closing. 

For the show itself, a special pros 
pect slip was worked out, so that those 
working machinery could quickly jot 
down a man’s name and his equipment 
interest. Over 500 good leads were 
developed during the show. 

When the original budget was de 
veloped, a limit of $5 per head was 


set as the cost factor. Final figures 


worked out that way, almost to the 


penny. 

Registration was simple. A small 
rented desk was set up at the front 
door. Cards were numbered, mainly 
as a guide to the size of the house. 
They were filled out and dropped in 
a box. No stubs, no duplicate cards 


to bother with. 

Each registrant 
manila envelope in which to keep 
literature. Each one was asked to fill 
out his name on a simple identification 
card that slipped into the pocket. 

A check-list of equipment on dis- 
play was printed and included in the 
envelope. ‘This included space for 
signing, in case visitors wished to 
leave it at the desk, filled out after 
the show, indicating the value placed 
on the presentation by the trade. 


received a large 


Not Easy 


“Open houses, particularly when 
you are interested in making yours 
something more than just another 
equipment presentation, arent easy,” 
says Bill McLaughlin. ‘But when you 
are host to 1,400 people, most cf 
whom spent well over an hour each 
studying equipment and _ discussing 
their production problems with fac- 
tory executives, it certainly can be a 
worth-while Besides, 
we've sufficient good leads to keep the 


investment. 


salesmen working overtime for the 
We're already plan 
ning our next show—for two years 


next 12 months. 


hence. 

Night,” 
other graphic arts trade groups at 
tended the workshop as their regular 
\pril meeting. Busloads came from 
as far away as Fresno, 200 miles dis 


In addition to “Union 


tant. Others came from Sacramento, 
Stockton and Oakland. 

All were well satisfied with the 
event as a member attraction, thus giv 
ing it added public relations sig 


nificance. The End 


Make it a 
Vacation-Like 
Meeting 


... with inspiring results 


Accommodations for 350 . . . Banquet 
seating for 600 and Convention seating 


\ for 550. Completely redecorated. Pri- 
> P.O. BOX 100 vate swimming pool overlooking the 


) 
yi 
YA RICHARDSON SPRINGS. CALIF. Za . 
x= : Ph eS Golf course. 
- one ‘ 


RICHARDSON SPRINGS 71 


CLAIRE PERKINS, Seles Manager 
GEORGE J. STOBIE, General Manager 
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Cure for Key-Man Fatigue 


TV Guide takes managers and wives out of country for con- 
vention. Meeting designed to relax but still keep enthusi- 
asm at high level. Not expensive, says promotion manager. 


With a young organization of en 
ergetic and enthusiastic men, TV 
Guide, weekly television program 
magazine, is concerned about key- 
man fatigue. In their eagerness to 
grow rapidly, managers work well 
past quitting time every day and 
maintain a driving pace. 

To prevent this intense job inter 
est from succumbing to fatigue, TV 
Guide calls a halt to office routine 
for one week and takes its managers 
and department heads, as well as 
their wives, out of the country. 

“We get everybody out of his own 
‘back yard,’” says Fred H. Staple 
ford, promotion manager. Because 
its managers are in every section of 
the country (in 33 regional offices), 
TV) Guide went to Nassau to make 
sure nobody was close to home. 


Answer to Managers 


In something of a switch, T'/ 
Guide's annual meeting for managers 
is an accounting by department heads 
to managers rather than the other 
way around, according to Brian 
Bradfield, assistant to the publisher. 


ICE MOLD of TV set and TV Guide logo 
type was a surprise offering of chef. Chris- 
topher J. Bodkin, Jr., ‘tune in" at reception 
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“All problems of managers are 
handled on the spot,”’ says Bradfield. 
Policies are set daily during the 17 
hours of formal sessions plus un 
accounted informal ‘‘sessions’’ at the 
pool or on the golf course, 

Sessions are scheduled from 9 AM 
to 1 pm. At the request of managers, 
clinic sessions were held from 5 to 7 
pM on Wednesday and Friday. 

Geared completely to manage 
needs, the meeting content Was de 
termined by questionnaires to man 
agers which were sent out in advance 
by department heads. 


No Revival Meeting 


‘This is no revival meeting,” says 
Stapleford. No enthusiasm need be 
instilled. 
own, 


Attendees yenerate thei 


One important reason for including 
wives is that they can compare notes. 
Keach one learns, for instance, that 
her husband is not the only one who 
comes home late from the office and 
is fired with a sparkling enthusiasm 
that keeps him going at a_ gallop 
‘This is important. If a wife ever gets 


PUBLISHER Jim Quirk, center, discusses 


rotogravure reproduction over cup of coffee 


NOWHERE IN THE WORLD 
CAN SO MUCH BE 
ACCOMPLISHED WITH 
SO MUCH PLEASURE 


SWIMI!...in our 
colorful outdoor pool 
or luxurious tropical 
indoor pool... or (in 
season) ocean bath 
ing right at our door! 


SKATE!...o0n our 
spacious, colorful, ar 
tificial outdoor rink 
night and day during 
the winter months. 


RELAX!...in our 
modern Health Club 
under a soothing mas 
sage. Ease away un 
wanted pounds in the 
steam room. 


DANCE!...in the 
gay, sophisticated 
Submarine Room to 
the music of top flight 
orchestras. 


Vast 
AY 


DINE!...in a choice 
of distinguished res- 
taurants featuring 
truly fine food. 


SALES MEETINGS, EXHIBIT SPACE AND 
BANQUETS? THE TRAYMORE’S FACILITIES 
ARE UNEXCELLED IN ATLANTIC CITY. 


For our entire CONVENTION STORY 
please write or phone 


‘ £ 
LF resem OTs, 
—— 


Center of the Boardwalk 


ATLANTIC CITY 
New Jersey 
Atlantic City 4-3021 


to feeling that her husband is work- 
ing harder than anybody else, she is 
inclined to nag him to slow down—a 


sure cure for enthusiasm. 


° While informality reigns supreme, 
at State Fair Park l there is nothing informal about the 
PS Cot PS ee OS. 2.8 planning that goes into TV Guide's 


annual convention. Planning started 
in January for the June meeting and 
required six weeks’ work. It took 
three weeks to work out flight sched 
ules sO that men trom every corner 
of the country would be in New York 
City or Miami for group departures 
to Nassau. 


Take Same Flight 


Weeks before the convention both 
Stapleford and Bradfield took the 


; : — — i yet ae ! est es same flight to Nassau as the group 


¥ 


would take later. “They went through 


750’ x 112’... . 85,000 SQUARE FEET | the same routine managers would 


through later to make sure no hitches 


WITHOUT A POST! would develop. At the Emerald 


| e Unlimited Floor Capacity 20’ Loading Doors Beach in Nassau, they examined 


— a -—— —. every room, measured and = dia- 
a" Pes rai grammed them They checked 
— kitchen service and all other hotel 

services. ‘They made on-the-spot at 

The handsome, versatile Automobile Building has served as the rangements for everything. ‘Then 


A neous 


— x : _ 


when the group arrived on June 3, 
all arrangements went smoothly. 
marcics public CX POSITIONS, trade shows and conventions Publisher James . Quirk while 


ome of every type of trade show and meeting — private shows and 


It, like other facilities available for reasonable rental in beautiful on hand for every SESSION, had no ac 
tive part except as arbiter of time. 


ntrally located (10 minutes from downtown Dallas) State Fair Park Hie duty was to defer to an informal 


is within easy access to three auditoriums accommodating lecture mect session any question or discussion that 
Id a 00 000 came up during formal presentations 

ings and demonstrations oO rom to 4, COP 
: Po that was not a problem for the entire 


Whatever the size of your next meeting or show, the chances arc group. When a discussion got off the 

State Fair Park in Dallas is your best meeting place. For complet — , subject, he merely suggested 

; > that it be continued later and re 

information, write Sales Department, State Fair of Texas, P. O. Box directed the session back to the 
agenda. 

This system worked because the 

subjects deferred were taken up later. 


STATE FAIR OF TEXAS: DALLAS | *=*= is" 


Test Suggestions 


'755, Dallas 26, Texas 


Another rule for this convention is 


that every suggestion is considered 
and tested if possible. “We want 
, performance,” says Stapleford, “‘and 


so we must try everything suggested.” 


One of the world's Great This is only the second annual 


7 meeting for the managers. Last year 
Vacation Resorts 60 men and wives met in Bermuda. 


his year’s meeting had an attend 


PHOENIX, ARIZONA ance of 80. 


Previous to the annual meeting, 

GOLF AT ADJOINING PARADISE regional meetings were held in Kan 
VALLEY CLUB sas City, Los Angeles and Philadel 

NEW CONVENTION phia. Fight department heads from 
ROOM FOR GROUPS home office attended these three-day 


SESSIK mis. 


SALES MEETINGS 


a nda Big advantage of a national meet- a 
ge ing is the recirculation of good pro- b 


motional ideas developed by man- Are your conventions 
anion . nee mae Te © " 
accommodations age rs in their —— In —- at home" putting a 
: to promotion, dISCUSSIONS cove! a - damper on your salesmen? 
—in Inn, Lodge or private cot- ministration, editorial, circulation, 
tages at special group rates. subscription, advertising and produc ; 
P enees tion plans. 
meeting facilities ' i 
—for 20 to 350 people, modern ; 
meeting equipment, banquet 
and bar facilities, experienced Plane to Selves i 
staff. i 
sports and fun While the plane that flew 58 to : 


Pi Nassau from New York City was a 
—swimming in lake or pool, a : ' 


Bath and Tennis ‘Club, chair | regular first-class flight, TV Guide 

lift, riding, golf—dancing, en- | made arrangements for its people to 
aciteena be sole occupants of the plane. 

Conventions are scheduled outside 

transportation U. 3. A. so that every attendee will 

; ; be meeting at a place far removed 

a bag ga oF or from his home. With so many re It takes no more time 


gional offices, it is dificult to pick or money to have an 
a spot in this country where some 


(A Mont body isn’t close by and thereby doesn't overseas convention 
b/ appreciate the glamor or elegance of by @ife.>o —— eee 
Trem ant the site. : bens for full information write 
Cost-wise, because so much travel Pon American, P.O. Box 1790, 


a Lodge is involved to bring people from Across New York 17, N.Y 


the country to any spot, TV) Guide 


90 miles Mont Tremblant doesn’t find its out - of - the country PARI AME RICAN 
ste boat P.Q., Canad. meeting expensive. In some respects World's Most 
i it's cheaper, according to Stapleford. 
Siegfried Faller, Jr., Seles Mer. The End Experienced Airline 
Tel: St. Jevite 83 il 


— El Mirador DISTAFF SIDE 


.. cordially solicits your 


S LEASU 7 F group meetings from 25 to 400. Contented wives can be a big 


@ ... Adequate meeting, dining factor, too, in making a con- 


. ; eo J » 
... at the Berkeley where and conference rooms. vention successful. Write us for 
everything is geared to a hatful of reasons why the 
@ ... For your free ladies will like what we have 


make your sales meeting 


a big success. time, outstanding 


to offer them. 
resort facilities 

The Berkeley—within easy in the heart of 
traveling distance from New York 


and Philadelphia—offers facilities 


Palm Springs. 


for meetings of 6 or conventions 

of 600 in an atmosphere conducive 
to concentration. Many social 
activities for after-business fun. 
All dining and meeting rooms and 


many bedrooms air-conditioned. 


CHALFONTE ~ HADDON HALL 


on the Boardwalk, Atlantic City, NJ 


For full information, write or phone 
or ’ Pp Owned & operated by Leeds & Lippincott Co, tor 67 years 


Mr. C. Conrad Stuart, Sales Manager— 
PRospect 5-5000 or WOrth 2-4018 
in New York 


Write for illustrated folder 


EXECUTIVES 


> - =» < R. W. LEEDS » JOSEPH |. McDONELL 
PALM SPRINGS ’ 
HOTEL J. H. LIPPINCOTT, JR. © £. 0. PARRISH 


Contact: ELLSWORTH SOOY »* DORIS SEARS « |. L. HAVERLY 
ERKELEY- ARTERET TED RATCLIFF LAWRENCE B. RAUGH + GUY £. BROWN 
ON THE OCEAN AT ASBURY PARK, N. J. acti, Seennes LEONARD G. RUNDSTROM + JAMES E. KNAUFF 


Only one hour from New York 
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SWIFT EXCHANGE OF INFORMATION is facilitated between manufacturers and jobbers with Person-to-Person Executive Conference. 


10-Minute Conference Speeds Marketing 


Manufacturers ‘table hop” to talk to rack merchandisers 
at convention. Appointments in advance mean a distrib- 
utor can discuss products and merchandising with as 


many as 80 manufacturers. System shows tangible results. 


How would you like to have a of the manufacturer member firms 
group of your best and potenti il-best ire asked by the association's national 
ustomers say to you: “Come to such headquarters to request appointments 
i city for a couple of day with any of the heads of service dis 

talk about your products.’ tributor member companies. ‘This all 

In po ible, you say. No, not ; all happens prior toe ther ARM's mid 

It happening twice a year to manu ear or annual convention Dhen 

facturers of housewares and_ related irmed with thei appointment sched 

ts who have items that in be iles, executives converge on he cen 
upermarkets ‘They are all ention city for two days of talks 
nbers of one of the fastest grow with their custome ind potential 
national association American tomers 
Vierchandiset Institute It Distributor cutiy who are al 
are distributors and manu ways anxious ft ‘ aS Many new 
hundred f non-food roducts as are available for super 
supermarket thro wh 1 irket service mere handising like the 

{ ited States and Canada program Tor these reasons: 

\ARMI, as it known to super 1. It gives them an opportunity to 
executive ind manutacturers neet with their counterparts trom 
membership that increases so upplier firms and discuss merchan 

ve it pre ent: men ising ideas and produ t development 
would be as old news programs that ire top-management 
last night’s daily newspaper. But level discussions 

pre time, it | é . 2. Person-to-Person Executive Con 

AR MI growt ferences give the distributor 


with it program of talking ; t portunity to offer sug 


oY 
‘es 


estions on 

the anul ire! products w ne manufacturer's packaging of his pre d 
manufacturer himself Ihe associa ucts Packaging which the service 
tion has devised a convention pro distributor members of ARMI are 
gram which it called Person-to-Pet considered experts on, 1S the key to 
on Executive Conference ile of nearly all items in self-service 


‘| op management top exes Ives supe rmarkets, where the impulse sale 


of the items is at-stake. 

3. Promotion plans are made at 
these conferences. For example, at the 
Institute’s last meeting (in May), 
emphasis was on fall, school and holi 
day items— items that will be on dis 
play in supermarkets during Septem 
ber—back to school period—October 
and November, including ‘lhanks 
giving, and in December, when toys 
and other Christmas gift items are 
hot items in supermarkets. 

Why are all of the 450-plus n 
facturers overjoye 1” by this 
program ? 

1. This is the first such progran 

devised by a national trade as 

ciation. For the manufacturer men 

bers, it means that they can come to 
one city and go to one room and | 
appointments with distributo: vho 
cover ove 18,000 supermarkets 
throughout I United States ind 
Canada. 

Cost aving for travel alone 
tremendous to the manufacturer. ‘The 
manufacturer who is headq lartered 
n Philadelphia, for example 
meet J service dist1 butor 
Dallas, Los Angeles, Denve1 
ago, Toronto and New Orlean 

meeting. would be cost 

mi Ti it it these 

flying trip. 

For the ma 

an get f t ind intorm: 
the acceptance of his produ tron 
the people who distribute then Many 
other problems can be settled at the 
executive-to-executive level that in 
not be handled at the sales represé 


tive lev el. 


SALES MEETINGS 


® 
So will your salesmen... So will you! 


The 0.A. Sutton Company's Vornado dealers 
enjoyed the cordial hospitality of Hotel El Panama 
during their sales incentive award trip to Panama 


Discover 


LATIN AMERICA’S MOST LUXURIOUS HOTEL 


PANAMA CITY El Bnama REPUBLIC OF PANAMA 


A hirheby Hotel 
450 Vornado dealers and their wives 


lived in luxury at El Panama, saw the wonder 

of the Panama Canal, revelled in bargains 

found in duty-free shops, took a spin with Lady Luck 

at the Casino, visited primitive Indian Isles, haunts of pirates, 
and interesting ruins of Spanish Colonial times... days of 

new pleasure ... nights of carefree fun under the tropical stars! 


For information, write to 
Your cales will ncerease when Yn Joe Cunningham, Mgr., El! Panama Hotel, Panama, R 


Cauite award winners to Panama! 


Outstanding Convention Address 


in the Southwest 


HOTEL ADOLPHUS 


mmary of ¢ and Meeting Facute 
ROOM rt 


Grand Ballroom Lobby 1.350 1,000 8,030 
Regency Room Lobby 1,000 800 6,510 
Roof Garden 15th 500 400 3,374 
Cactus Room 2 Ist 500 200 2,640 
Danish Room 15th 200 a 1,500 
North Room 15th 100 900 
French Room Lobby 175 2.000 
Parlor A Mezzanine 150 1,290 
Parlor B Mezzanine 40 ? 
Parlor ¢ Mezzanine 

Parlor D Mezzanine 

Parlor Mezzanine 

Parlor Me y7anriine 

Parlor G Mezzanine 

Connectin 
Auto Lift: Via Ramp. Blackboards: Portal Lecterns: Tal 


Standing fy pe Complete range of yund and pre lion suit 
including public sd dre 


(REESE HOTEL ADOLPHUS 


Com pletely Air Conditioned © Connecting Garage for 600 Car TWX DL 511 
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ERE 


what's 


new in 
exhibits ? 


GRAND CENTRAL STATION RE-VISITED You may have noticed 
the new and enlarged “face” on the Eastman Kodak Colorama in 
Grand Central Station. After six years of showing to millions 
of travellers the largest and most impressive color transparencies 
ever produced, Kodak thought it was time for a new “picture 
frame”. Made of American Walnut, suspended from heavy steel 
framework, the new fagade with its overhanging canopy is 28 x 
110 feet in area, and rises 53 feet above the crowds. A good 
example of how display-type construction, when properly put 
together, can earn its keep for years and years. Write for a 
free photo 


EXHIBIT WHERE THE CROWDS ARE Jhe spectacular 40 x 50 
foot animated [VEL display in Penn Station has been selling long 
distance telephone service since last November, so it isn’t really 
news. What is new, however, is the one at Newark Airport for 
the same client. Thirty feet long, it’s an animated set of “trylons” 
fifteen feet high, which revolve in unison, stopping intermittently 
to present three messages. Two of them are color photos (the 
largest Type C prints yet attempted, made in the new Kodak 
process by Color Corporation of America). The third surface is 
nothing but a mirror—not an easy job to get absolute flatness in 
such proportions. But the effect of these huge revolving plate 
vlass mirrors on the viewers in the great airport concourse 1S 
remarkable; it compels attention. Advertisers are more and more 
finding it profitable to exhibit where the big crowds are 


ONE EXHIBIT—394 SHOWS Have you seen the latest Bakelite 
module, now appearing in many industrial shows around the 
’ Designed in cooperation with Russ Mathews, it supple- 
ments and improves upon the set built in 1952 (also by IVEL) 
which has appeared in 394 shows. It’s an economical way to 
multiply the effectiveness of exhibit budgets. Call or write us for 
a photo 


country 


SALTY FOOD OF THE FUTURE? Among the interesting new ex 
hibits in the N. Y. Stock Exchange’s permanent public show ts an 
animated look into the world of tomorrow, presented by United 
States Steel. Its flying rocket ships and space satellites are fas 
cinating, but the most intriguing feature is an undersea “farm of 
the future”! 


THE IVEL "COLISEUM" One of the very special things about 
IVEL’s new Brooklyn waterfront plant is its unusual ceiling height 
of 55 feet, which has come in mighty handy for some of the taller 
display projects. Would you like to visit our plant? We're only 
minutes from Manhattan, and we'll gladly arrange your visit. Just 
phone Bob Green 


If any of the foregoing items lead you to believe VEL has a 
talented staff and unexcelled facilities—well, that was our in 
tention. Try us on your next project! 


IVEL CONSTRUCTION CORP. 


DESIGNERS AND BUILDERS OF QUALITY DISPLAYS 
53rd St. & First Ave., Brooklyn 32, New York, HYacinth 2-3730 


Results of the Person-to-Person 
Executive Conference are “very tan 
gible.” Take the example related by 
one manufacturer who had one of 
the Christmas season’s most important 
products. His item just would not 
sell in the supermarkets. Product was 
top quality and price was right. But, 
packaging was 100% wrong. He 
brought the item to the distributors 
at the conference. During each of his 
private appointments with distributor 
executives he kept asking: ‘““What is 
wrong with the product? You people 
just can’t seem to sell it in the mar- 
kets.” 


Got Answer 


Answer was that packaging was 
poor. With the advice he received 
from distributors, he rushed back to 
his firm and set packaging designers 
to work on a new package, incorpo- 
rating ideas offered by distributors 
who would be selling the product. 
Result? A new package—a prize- 
winner—which sells and sells during 
the Christmas season for which it was 
designed. 

Or take the example of the West 
Coast firm which had never before 
sold supermarkets. ‘he company had 
become an “associate member” (sup- 
plier member) of ARMI about three 
weeks before a national meeting. Ap- 
pointments were scheduled and within 
a matter of six hours the manufac- 
turer had written orders that would 
keep his plant busy, day and night, 
for weeks. 

Growth of ARMI brought about 

an extension of conference sessions 
from one day to two. Now, as the 
number of manufacturer membership 
increases at a dazzling rate, it is an 
ticipated that meetings will cover 
three days of the association's con- 
vention program. 
Says Barkley E. Berdan, ARMI 
president and president of Interstate 
Wholesale Corp., Syracuse, N. Y., a 
service distributor himself: 

“ARMI’s Person-to-Person Execu 
tive Conference was designed for the 
manufacturer. He can consult us or 
sell us, and he usually does both. At 
our last meeting 3,800 Person-to-Per 
son conferences were scheduled and 
held. ‘That means distributors see at 
least 80 manufacturer executives dur- 
ing the program. 

“Person-to-Person is a permanent 
program for ARMI. Everyone in 
ARML is proud to say that we origi- 
nated the idea and are equally proud 
to-say that its acceptance by the entire 
membership from the start has been 
excellent, to put it mildly.” 

The End 
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ron cals at 0) 1 
5 Winnung card must be verified, 


HAVE FUN while learning. RULES for “"MOOLA" are explained to distributor salesmen 


Game to Keep Interest Alive 


Calvert uses bingo-type game at meetings for distributor 
salesmen. Ad pieces planned for summer campaign contain 


big numbers which tell part of story and are used in game. 


most other 


And salesmen, like 


Naturally, to any Salesman 
Ameri ans, are intensely interested in 


the selling ‘‘game.” 


A WINNER NUMBER appears on every advertising piece discussed 
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ALERT for numbers 


CARDS have cigars attached 


s ot all kinds. They like to fig 
ure odds and percentages whether 
ts in bridge poker, gin rummy bingo 
or what have you. 


So when Calvert 
f 1 i forma 


Distilles (oom 


cast ibou to 
dramatize the presentation of con 
prehen ( inune advertising and 
ile promotion program to some iH) 


listributo organizations i 


' 
iit 


salesmen give 


cor plete attention 


93 


natural: Put the meeting in the form 
ol a game. 

Jack Wachtel and Bernard Der- 
ringer, Calvert merchandising and 
assistant merchandising managers re- 
spectively, who created and managed 
the sales meeting, tagged it with a 
name unmistakably suggestive of an 
incentive close to every salesman’s 
MOOLA.” 

In brief, this is how Calvert put 
“MOOLA” —a bingo-type game 
into effective play at distributor sales 
meetings: 


heart 


ATLANTIC CITY. N. A 


Outstanding Facilities 
at Sensible Prices 


'f you plan to hold a convention or sales 
meeting in Atlantic City, it will pay to 
investigate the facilities at the Jefferson 

Atlantic City's leading moderately 
priced hotel Famous for ts excellent 
cuisine and outstanding facilities, the 
Jefferson's completely trained convention 
staff is your assurance of a most success 
ful meeting 


@ UNEXCELLED LOCATION 
—in the heart of the resort, 
convenient to railroad and 
bus terminal. 

BANQUET ROOM — seat- 
ing 1230 persons. 
SEPARATE MEETING 
ROOMS accommodating 35 
to 350 persons. 
EXHIBIT SPACE 
13,000 square feet. 
SOUNDPROOF, AIR-CON. 
DITIONED auditorium. 

468 COMFORTABLE 
ROOMS in the Jefferson 
and its sister hotels. 

@ EXPERIENCED STAFF to 
handle all details. 

For complete details and information 

for future bookings, write, wire or 


telephone Charlies A. Fetter, General 
Manager. 


of over 


Jefferson Auditorium 
Atlantic City’s Newest & Finest 


Completely Air Conditioned 


Meeting opens with a discussion of 
the general subjects of games and of 
the elements of skill and luck. 
Through the use of charts, salesmen 
are informed aboufthe popularity of 
various games, and of percentages of 
skill and luck involved in playing. 

Following this presentation, the 
sales manager reveals a poster to show 
‘Selling’ as ‘the only one universal 
game in which every single one of us 
n this room has participated and will 
continue to participate.” 

Pointing out that selling is a 
“game” that is basically 9914% skill 
and 4%9% luck, the sales manager then 
explains the rules of “MOOLA.” 
ach salesman is handed a “Moola” 
card, similar to those used in 
“Bingo.” Every piece of Calvert ad 
vertising and 
sented at the meeting is numbered. 
Salesmen are alerted to look for these 
numbers on their cards, and to circle 
them. First one to complete a line 


sales promotion pre 


of numbers in horizontal, vertical or 
is the winner. 

At the discretion of the individual 
distributor organization, the sales- 
man holding the winning card re 
ceives an appropriate prize. 


diagonal direction 


Results are beyond fondest expec 


tations. Every distributor sales meet 


FINEST IN 
CONVENTION 
& MEETING FACILITIES 


Meeting Rooms accommodate 50 to 
200; Exhibition Hall 500; Dining 
Room seats 150 comfortably. All 
buildings are centrally heated and 
sprinklered and P.A. systems are 
located throughout the areas. 
Situated on 100 acres of scenic 
playground, overlooking beautiful 
Lac des Sables. All seasonal sports 
including outdoor Pool & 9 hole 
golf course. Music & Dancing 
nightly in our own Night Club. 
Superb Meals. 
TOP LAURENTIAN 
YEAR ‘ROUND RESORT 


60 mi. north of Montreal 


og 3 
MANOR __HOU/JE 


STE. AGATHE des MONTS, Quebec 12, Can. 
N. Y. OMfce: 155 42nd St, M 


E. U 96-3330 
For Information and Available Dates 
write or call for Folder ““P"’ 


ing has been electric with excitement 
and interest. More importantly, Cal- 
vert has the satisfaction of knowing 
that every piece of advertising and 
sales promotion took on vital impor 
tance to each distributor salesman 
since each piece figured prominently 
in the playing of the game as sales 
men watched eagerly for the lucky 
number to come up. 

As Philip J. Kelly, Calvert's vice 
president in charge of marketing 
points out, “Our summer sales meet 
ing has been outstanding in terms ot 
stimulating salesmen interest by in 
viting their active participation at 
every point of the presentation. 
We're backing our distributors and 
retailers with a tremendous adver 
tising and merchandising program 
this summer. Winning the 
support of distributor salesmen gives 
this program tremendous added mo 
mentum,” 

Enthusiasm and interest shown by 
salesmen participating in Calvert’s 
summer sales meeting proved that 
sales meetings can be entertaining and 
interesting, and productive—particu 
larly for men in the selling ‘game.’ 

Meeting was produced by George 
Redler, Regency Displays, New York 
City. The End 


active 


a 
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Staffed To Serve 
Any Type Meeting 


& tumurlous resort hotel overiooking the Gulf 
specializing in conventions . . . finest air-condl- 
tioned meeting and banquet room in the Seuth, 
seating 1500 . experienced staff trained te 
handle @ "package convention” for you .. . com 
eaniently located between New Orleans and 
Mobile, Write us for more detaii- 4 infermation. 


JIMMIE LOVE Genera! Manager 


Bunt 


Overlooking the Gulf of Mexico 
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NEW FACADE and new purpose for this theater. 


Converts Old Movie House 
Into Company Theater 


How can a company get a modern, 
multi-purpose industrial training and 
education center at low cost? An- 
swer, says Standard Pressed Steel 
Co., Jenkintown, Pa., is to buy and 
renovate an old movie house. 

Completely renovated and mode 
nized as SPS’s Education Building, 
old Glenside ‘Theater in Abington 
‘Township re-opened its doors recently 
for the company’s annual meeting of 
shareholders. 

Future billings at the new cente: 
will include a variety of industrial 
meetings, conferences, business din 
ners and proposed technical sympo 
siums expected to draw business and 
technical leaders from all over the 
country 

In need of a large industrial meet 
ing place, SPS purchased the nearby 
theater and its equipment last June 
for $45,000. It completely overhauled 
the structure and its facilities at an 
additional cost of $60,000. 

Front two-thirds of the building 
remains a theater—now re-equipped 
with +20 modern theater seats, scien 
tifically pitched and staggered to in 
sure optimum viewing from any seat. 


Ideal for Meetings 


Though the stage is too shallow 
for theatricals or productions requir 
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ing scenery, theater section gives SPS 
an ideal auditorium for stockholders’ 
meetings, technical training classes 
and briefing sessions for plant tour 
groups. 

Hall is equipped for projection of 
slides or 16mm. motion pictures. 
Wired-in audio system features built 
in microphone outlets in middle of 
side aisles so that plug-in mikes can 
be used in the audience. Versatile 
light system allows as much as 50 
foot candles of lighting at floor level. 
emergency lighting set-up 1s also 


available. 


Lounge Area 


Back third of the theater has been 
leveled into a striking lobby or lounge 
area. Area is large enough to accom 
modate formal dinners for 125 peo 
ple, buffet meals for as many as 400. 
Area may also be used for dances or 
social affairs. 

In the 2,000 sq. ft tiled floor space 
guests can lounge comfortably be 
tween conferen e sessions or film 
showings. Additional seats can be 
installed here to enlarge theater view 
ing capacity to 650. Low guard rail 
behind the permanent theater section 
permits comfortable viewing from 
temporary seats in the lobby. 

To convert building to industrial 


Attraction.. 


but no distraction 


Quiet, charming 6,000-acre 
estate in the scenic Poconos, 
3 hours from New York and 
Philadelphia. A perfect set- 
ting for meetings, conferences, 
sales outings. An outstanding 
opportunity to combine busi- 
ness with pleasant relaxation. 


Check these advantages 
INDOORS 


Fine accommodations for 400 
* 840 seat Auditorium with 
Stage * Completely Equipped 
Meeting Rooms accommodat- 
ing from 10 to 300 + 3,000 
Volume Reference Library + 
Play Room, Television, Radio 
and Dancing * Stenographic 
Services and Teletype. 


OUTDOORS 


27-hole championship Golf 
Course * 20 miles of Riding 
and Hiking Trails * Swim- 
ming in Olympic-size pool * 
Tennis Club—8 Teniko Clay 
Courts * Two Lawn Bowling 
Greens * Winter Sports— 
Skiing, Skating, Tobogganing. 
EASY TO REACH BY CAR; TRAIN, 
PLANE OR BUS 


RESERVATIONS NOW 
BEING MADE FOR 1957, 
1958 and 1959 


For information write or call 
Howard F. Dugan, Ine 
National Sales Representatives 
230 Park Avenue, New York 17 
MUrreay Hill 40004 
or 
Loretia BE. Ziegler, Convention Manager 
. 
Clifferd RK. Gillam, General Manager 


use, SPS had to give it a complete rators sprayed the. wall and the this for later use in expansion of pro- 
overhaul, inside and out. Basic reno fabric—-with a fireproot paint. duction facilities. 

vations included reinforcing on the SPS officials say they found it 4. New building lets SPS play 
front and side walls which were as more practical to buy and remodel host off the plant property. Here 
much as six inches out of plumb, re than to build on its own property large groups cant interfere with 
pouring of inside concrete floors, a for the following reasons: work routine. , 
rebuilt heating system, new electrical 1. It cost less — about two-thirds 5. ‘Theater like most is more 
wiring, refinished walls and wood what it would cost to build a com- centrally located than a manutactur- 
work, and a completely new set of parable auditorium—-despite fact that ing plant. It’s only a walk from the 
modern theater seats. SPS completely SPS used little more than the shell of railroad station for center city Phila- 
re graded the theater floor and re the old theater. delphia commuters, but it’s only a 
built the entire arch above the stage 2. It was fast. ‘Iwo months from half mile from SPS's plant. 

Dreary fabric-covered walls posed the decision to start renovating, SPS Company's need for a major meet 
an expensive problem. Cost for re had a completed facility. ing facility of this kind stems largely 
moving the fabric and refinishing the 3. No ground around the plant from company growth and industry- 
walls would be costly. So SPS deco had to be used for the job. SPS saved wide interest in SPS product research 

and development work, says H. 
Thomas Hallowell, Jr., SPS presi- 
dent. 
“Groups of industry leaders from 
er all parts of the world are visiting the 
company in growing numbers. It is 
inevitable that SPS will be staging 
technical symposiums of national con- 
sequence within the foreseeable fu- 
ture,” he adds. 
Other companies in the market toi 
a meeting center could follow SPS’ 
example. Over 4,000 movie houses 
have closed their doors in recent years 
and the number is still growing. 
The End 
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yo ur re. . getting down ( | 


to business... 


cy oO t f ¢ oO u rs © “2? It’s a pleasure to concentrate 


on the business at hand in 

the handsome setting of the 
...Certainly! St. Moritz. Function rooms are 
completely isolated assuring 
privacy and quiet for your group. 
recreational reasons why so many organizations return to Boca And the famed St. Moritz 

for their conventions year after year. And when you consider in service and cuisine add immeas- 
addition that Boes'’s boat docks are but fifteen minutes from urably to your affair. Newly 
decorated private function rooms 
the six tennis courts and two swimming pools are yours to enjoy, accommodate from 10 to 300 
and that its meeting facilities can accommodate up to 700 — it is for directors’ meetings, sales 
mali wonder that this 1.000-acre resort estate kas hhecome meetings, luncheons, banquets, 
recognized as Florida’s first choice for conventions receptions or testimonial dinners. 
For an especially beautiful 
setting, choose the Sky Gardens 
or Terrace Club, overlooking 
Sruart L. Moore, President Central Park from high 

atop the St. Moritz. 


& $sT. MORITZ 
2 YLoca bfnvton ON-THE- PARK 


hel ‘ 50 Central Park South, New York 
Hele and blut Plaza 5-5800 


BOCA RATON. FLORIDA GARRY HIERS, Director of Sales 


This 1&-hole championship course at your threshold is one of the 


game fish of the Gulf Stream, that our oceanfront cabana club, 


Boca’'s firm bookings on full American Plan basis extend as far 


as 1966, with many commitments for 1962, 1963 and 1964 


Write for dates and full particulars to Convention Dept. MT-? 


SALES MEETINGS 


Off the Deep End 
Into Industrial Theater 


Unless your cost-per-head is sufficiently low when you 


plan a show, you may have a big stage hit that ruins you. 


BY RICHARD J. LAVERY 


There has been a widespread in 
crease of activity in the field of indus 
trial theater in recent years. Many 
firms planning their next sales meet 
ing or product presentation are asking 
themselves, “Will showmanship help 
us?” “Ts it suited to our industry?” 

Any industry can benefit trom this 
type of activity, providing the pro 
gram is properly conceived and well 
executed. There are 
which must be taken into considera 
tion however, before definite action 1s 
initiated. ‘To point out some of the 
right and wrong, it would be well to 
cite two examples, one of which was 
successful and one almost disastrous. 

Company A, decided to let go with 
both financial barrels and put on an 
extended industrial show with a huge 
budget. ‘The program was poorly 
attended and the company was almost 
ruined by what turned into a financial 
fiasco. 


many aspects 


Company B, in the same industry 
appropriated a tall budget for a spe 
cific program, but channeled this pro 
different 
Vhis activity, along with other hard 


yram through a audience. 
hitting merchandising te hniques, re 
sulted in a 10% 
year when the majority of 


increase in sales in a 
competi 
tors were showing sales decreases. 
Having had no association with 
eithe: 


terested bystander, | am able to point 


program, but being an in 


out impart ally some of the major rea 
this extreme difference. 

failure 
of Company's A’s program was that 


sons tor 
Most important reason for 


it was oversold on its basic concept. 


lhe amount of money necessary to! 


such an extended progran 


great that it could be said 


the program were = suc 


would have been unsuccessful. 


Company A, in addition to setting 


up a special appropriation, channeled 


} 
a major 


portion of its advertising 


budget into this program. If prope! 
consideration had been given to the 
cost-per head factor at this stage ot 
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planning, a major fiasco could have 
been avoided. 

‘This is a good point at which to 
dwell on the important cost-pe! head 
factor. ‘wo personal experiences 
ome to mind in relation to this sub 
One was a traveling industrial 
show which 


month period. 


ject, 
extended over an 18 
Items being demon 
strated ranged in price from $100 to 
$100,000, with average purchase in 
the $5,000 bracket. Cost-per-head 
With this kind of cost-pet 

head factor you can see that the com 
pany had the making ot a very suc 

cessful show and that is what it turned 


was $6, 


out to be. 
The other 

pany on which I called recently. ‘The 

executive to whom | talked had just 


Case concerns a com 


completed engineering a layout for a 
traveling industrial show. His show 
had an excellent purpose in mind. He 
had done a fine job of obtaining suit 
able bids, sketches and layouts, but as 
we talked of budget itinerary 
related 
calculations turned up a cost-per head 


factor of $30). 


attend 


ance and items, some quick 


‘| he prod ict to be pro 


moted repurchased regularly over a 


12-month period would result in an 
iverage customer sale of $120 a year 


Fortu 


been made and there was a month's 


nately no commitments had 
vrace period betore the b idget request 
had to be made. Usiny the same ove 
ill budget figure and in most instance 
same suppliers the program was 
redesigned and rerouted. Automatior 
was added, set and dismantling time 


t down onnel classification 
altered, ad 
were changed. At the end of this 


4() pages ot } 


were ance work schedules 


period information had 
been assembled to completely describe 
the program operation, lhis material 
wa presented with the budget request 
Cost-per-head factor had 


duced to 50 cents 


been re 


Getting back to Company A 
noted that it 


mendous sum of mone 


been allox ated a tre 


to conduc fa 


With The 
Jamestown Festival 
So nearby 


The Cavalier 
iS the 195/ 


Convention 
Choice 


Write our Convention 


Convention Brochure—information on 


Director for 


the Jamestown Festival The Cavalier's 


Jamestown Tours for Convention 
Guests—Dates Open in 1957. y 


VIRGINIA BEACH, VA, 


the tip of ‘ 
Long Island... a : 
tops for conventions — 


Montauk, Manor 


* NEW YORK’S FINEST 
OCEANSIDE RESORT 

* ONLY 3 HOURS FROM NYC 
RIGHT ON THE ATLANTIC 
125 miles out to sea breeze-cool 
for business, for pleasure. All sports, 
nightly dancing, entertainment 
200 sea-view rooms. Complete 
convention facilities. Accommodates 
up to 400 

New Surf and Cabana Club 

Huge Ocean Beach 

150-ft. Saltwater Pool 

Championship Golf 

Yacht Basin 

World's finest fishing 


Full information from 
D. Waterman, Sales Manager 


teuk Manc 
Montauk Point, L. I., N. Y 
Montauk Poirt 8-2311 
In New York City, 1 EB. 42nd Se., MU 2-5197 


-Now a MASSAGLIA Hotel 
a 


3290T “Fea 
<< ee Pee 


Eighth Avenue 
New York 1, N.Y. 


The Crest of Good Living 


In the heart of the city’s trading and entertain 
ment area, 2500 outside rooms with bath, many 
with TV. Fine dining facilities—Home of the 
famous Lamp Post Corner, Golden Thread Cafe 
ind the popular Coffee House. 


Lxcellent Convention facilities. Grand Ball 
room and North Ballroom together with the foyer 
between will provide approximately 10,000 square 
feet to accommodate 1400 for Meetings and 1300 
for Banquets. Many other Function and Meeting 
Rooms available. 


Direct subway tunnel to Pennsylvania Railroad 
Station and Long Island Railroad. Garage. 


For Convention information write, phone (LOng 
acre 3-1000) or Teletype (NY 1-1384) Jack Potter, 
Director of Sales, or contact our nearest Conven 
tion Office. 


Washington, D. C., EXecutive 3-648! 
Cleveland, PRospect |-7827 
Chicago, MOhawk 4-5100 


Josern Massacuta, President 


Cuantes W. Cote, Cen. Mar 


Santa Monica. Calif. Hotel MIRAMAR Washington, D.C. Hotel RALEIGH 
San Jose, Calif. Hotel SAINTE CLAIRE Hartford, Conn. Hotel BOND 


Long Beach, Calif. Hotel WILTON 
Gallup, N.M. Hotel EL RANCHO 


Cincinnati, O. Hotel SINTON 
Pittsburgh, Pa. Hotel SHERWYN 


Albuquerque, N.M. Hotel FRANCISCAN Denver, Col. Hotel PARK LANE 
and in Hawall Hotel WAIKIKI BILTMORE Honolulu 


CHICAGO 


World famed hotels 


MIDWEST HEADQUARTERS 
BOOKING OFFICE @ 200£. Walton DE 7-6344 


Television 
Teletype service 


SOUTH CAROLINA’S MOST POPULAR HOTEL 
FOR SALES MEETINGS AND CONVENTIONS 


Charleston's Only Waterfront Hotel 


Completely Air Conditioned 


SUPERIOR FACILITIES FOR MEETINGS 
GROUP DISCUSSIONS & ENTERTAINMENT 


Van Allen Bealer, Manager 


At The Foot Of King Street 


CHARLESTON, SOUTH CAROLINA 


show. ‘This show was designed to 
visit two cities a week for a total of 
100 cities a year. Idea was to do on- 
the-spot selling through local dealers 
in attendance. 

During the show, dealers them 
selves had difficult separating pros 
pects from curiosity seekers. No sys- 
tem of registration was used to allow 
dealers to follow-up. Some of the 
sales that did occur resulted in bitte: 
ness between dealers. 

While this program was slowly 
making its way across the country 
competition was unleashing strong 
merchandising and advertising cam 
paigns in thousands of cities and towns 
not being reached by Company A’s 
program. 

No attempt will be made to criti 
cize the performance involved in this 
program, since that is not a factor; 
not enough people attended to see 
whether it was good or bad. ‘That 
brings us to another of the mistakes 
that contributed to the program’s 
downfall—improper or insufficient ad 
vance work. 

With so many entertainment me 
diums available to the public today 
many of them free or low priced 
TV, motion pictures, organized and 
amateur sporting events—the pro 
ducer of any program designed to 
draw people from their homes must 
conduct a skilled and extensive ad 
vance publicity campaign. ‘This is as 
important a consideration in the plan 
ning stage as the performance itself 
This holds true equally for trade as 
well as public shows. In the case of 
Company A, advance work was rele 
gated to a position of minor impor 
tance and the program was poorly 
attended. 

You have been told of a number of 
grave errors committed by Company 
A, any one of which would have had 
a diminishing effect on the success of 
the program. Combined howeve1 
they had a disastrous effect. 

ne more important item must be 
mentioned to round out the picture, 
that is the serious consequences in the 
field of dealer relations. “The limited 
number of cities covered by this pro- 
gram left dealers in other cities with- 
out adequate merchandising and ad 
vertising assistance. As a result, many 
dealers who learned that the show was 
by-passing their territories terminated 
their franchises. 

By the end of a 12-month period, 
Company A found itself with a de- 
moralized chain of distribution and a 
product which had all but faded from 
the public mind. A major company 
reorganization was necessitated. 

Company B, which has been a pio- 
neer in the use of industrial theater 
in its field had a far different result 
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than that just mentioned. It is in 
teresting to note that the ability to 
speak easily and convincingly from a 
stage or rostrum, is a prerequisite otf 
all sales and merchandising executives 
hired by them. 

Company B used all of the mer- 
chandising and advertising methods 
ot proven worth, to market its prod- 
uct. In addition it appropriated a 
proportionate amount of money to 
conduct a dramatic presentation of its 
new line of products. The audience 
consisted of its entire distributing or- 
ganization, brought to five conveni- 
ently located cities around the coun 
try. First day of each of the five 
meetings was devoted to introduction 
of the line. Second day was set aside 
for individual interviews. Each dis 
tributor had an opportunity to discuss 
his problems and place his order at an 
appointed hour reserved for him. 

The product was given a favorable 
reception by distributors and this re 
sulted in higher than average orders. 
Distributors were given complete 
scripts of the program so that they in 
turn, could present as much of the 
original program as desired, to their 
dealers. 

In addition to a successful launch 
ing of the new line, year-round mer- 
chandising, advertising and sales plan 
ning by both the company and its dis- 
tributors, resulted in substantial sales 
gains. 

Up to now, no discussion has been 
made of the performance itself and 
that has been purposely left to the last. 
Unfortunately, many firms feel that 
they must come up with a brilliant 
performance and let the planning fit 
around it. That is putting the catcher 
behind the pitcher. 

I think of performance, not in 
terms of an elaborate nor dazzling 
display, nor an outstanding theatrical 
cast, nor clever lyrics or visuals, but 
in terms of the product or service o1 
training message which must be pre 
sented. Principal duty of the creative 
staff is te make the message articu- 
late; principal duty of the window 
dressing is to make the message inter- 
esting. 

When the performance is over the 
audience should not be thinking in 
terms of a pretty girl being shot from 
a cannon, holding a box of Sudsy Soap 
Crystals. It should be thinking in 
terms of what Sudsy can do for them 
and what part they must take to make 
this a realization. 

This is a point at which industrial 
theater is at opposite poles to other 
forms of theater. Consider a few of 
the differences that exist in these two 
different forms of theater: 

One constant problem in industrial 
theater field is money. Producers 
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“Tha Vow Beit iw Cubibct Freilitios 


Forgive our immodesty, but this is no idle boast. In our first year 
of operation, sixty progressive and forward-looking trade shows 
and conventions, used our excellent facilities. Because of the 
resultant demand for additional bookings, we are now in the 
process of planning substantial expansion. If you too, are inter- 
ested in greater acceptance and enthusiastic reception for your 
show, call or write us. There’s no obligation! 

DUANE W. CARLTON, President 


Yew Yor 
TRADE SHOW 
BUILDING 


EIGHTH AVENUE AT 35th STREET 


500 Eighth Avenue, N. Y. 1, N. Y. 
LOngacre 4-4100 


4 floors— 200 rooms with display 
windows — complete circulation - 
no dead ends! 

1 open floor of 18,000 square feet 

Acoustical ceilings 

6 hi-speed elevators plus heavy duty 
freight lift 

Modern lighting equipment —ample 
A.C. 110 and 220—3 phase 

Crew of experienced personnel 

8th Avenue, 35th to 36th Streets 

Tunnel to Penn Station 

Adequate facilities for storage 

Restaurant & Beverage Facilities 
room service 

Free tables, shelving, racks and chairs 

Spotlights —special peg-board 
display walls 

No gratuities for service 

Nearly 5,000 hotel rooms adjacent 

Center of Show Area 

Telephone in each room 
switchboard service 


COMPLETELY AIR-CONDITIONED 


CONVENTION HARMONY 


(aban Specially! 


Efficient supervision and assistance, harmoniously combined with 
adequate, modern meeting rooms and complete facilities make 
conventions at the Claridge a SYMPHONY OF SUCCESS. 
Meeting and banquet facilities for groups from 10 to 1,000 
Write for Convention brochure and floor plans. 


Contact: 


HOTEL CLARIDGE, mempnis ‘ons 


100% Air Conditioned + 400 Guest Rooms Gales 


Northwest Orient Airlines proudly announces 


IMUIPEIRIAIL GEIRVICIE 


featuring complimentary Champagne 


Delegates arrive at the convention relaxed and refreshed when 

they fly Northwest’s wonderful new Imperial Service 

continental cuisine reserved seating cocktail service 
radar-smooth flights in any weather. So wherever you're 


going, fly Northwest Orient Airlines new Imperial Service. 


31 years of superior Airmanship 


NORTHWESTouc“ AIRLINES 


NOW! Fly your family with you for half-fare on Saturdays 


as well as Monday noon through Thursday noon 


For better and BETTER 
SALES MEETINGS 


e CONVENIENT DOWNTOWN LOCATION 


© 2 FAMOUS RESTAURANTS COFFEE SHOP 

« MEETING ROOMS SAMPLE ROOMS 

« TWO BALLROOMS ENTERTAINMENT 
OUTSTANDING GUEST ACCOMMODATIONS 


Teletype: MP 423 
Phone: FEderal 3-2/8! 


In the Heart of oie 
Downtown Minneapolis MINNEAPOLIS hte / 


of legitimate theater have this prob- 
lem, but where they find it difficult to 
produce a show for $100,000 when 
they need $150,000, the industrial 
theater producer is concerned with 
working on a budget of $10,000, when 
he would like to have $15,000 to allo 
cate to the program. 

Another basic problem in the field 
is time. Even when a producer is 
hired months in advance, he is not 
vyiven all the material he is to work 
with until the last few weeks or even 
days. “This is necessary in order that 
the audience receive the latest possible 
ews and information about new prod- 
uct plans and most recent sales sta 


tistics. 


Talent Problem 


A third basic problem is talent, 
whether it is creative or performing 
talent. Many industrial theater meet 
ings are conducted without perform 
ing talent, relying on creative talent, 
unusual visual techniques, and spe 
cial dramatic effects. When perform 
ing talent is used, special material in 
the form of s ripts and/or songs must 
be created. ‘These must be written 
with objectives of the meeting in 
mind. ‘Valent, or any special effects 
should not be used in such a way as 
to distract from the business at hand. 
‘Talent must be relegated to a secon 
dary position on the program. ‘This 
is in complete contrast to legitimate 
theater. 

All of the differences previously 
outlined hold equally true for pro 
ducers, directors and writers as well 
as performing talent It is difficult 
for many of them to accept gracefully 
the position ot having to take second 
billing to the product 

(setting away from. specifics and 
back to the over-all picture, you may 
be interested to know that there are 
elatively few big industrial theate 
activities annually that 1S, with 
budgets of $50,000 and up. ‘These are 
located almost exclusively 
h vhly competitive 1utomotive 
appliance fields. “here are howeve 
nore companies than ever conducting 
or considering activities in the $2,000 
to-S20, 000 range. 

Showmanship, as provided by in 
dustrial theater producers and then 
stafts, is a tool designed to supplement 
ind complement other tools, such as 
idvertising, merchandising and publi 
elations. \s in the case of any tool, 


hould be con mensurate with 


rs cost & 
the job to be done. As in any tool 
the quality of workmanship that goes 
into the tool itselt along with the 
skill with which it is put to use, will 
combine to determine its over-all] efte: 


iveness, 


The End 
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(Continued from page 9) 


duplication and distribution of a daily 
newsletter; duplication, distribution 
and mailing of a large volume of pub 
licity material to all parts of the 
world; services of expert translators 
at business meetings, luncheons, etc. ; 
translation, duplication and distribu 
tion of speeches, committee reports 
and resolutions; and, secretarial serv 
ice at each of the several hotels in 
volved. The cost of all of these serv 
ices, including over-all supervision, 
was less than $4,000. 

Similar services to the International 
Association of Patent Attorneys, 
which was a meeting of over 1,000 
delegates from 49 countries, cost less 
than $3,000. 

Of course, not every meeting re 
quires the number or volume of serv 
ices mentioned above. However, a 
point | would like to emphasize is 
that even when an organization does 
require all of these services, the cost 
averages less than 5% of its conven 
tion budget. 

One service that is all too often 
ignored in convention planning is 
over-all supervision of the services 
itemized above. ‘loo many conven- 
tion chairmen and executive secre 
taries spend too much time and energy 
during a convention trying to super- 
vise too many things, when their time 
and energy should be directed towards 
the internal business of the organiza 
tion 

In most major cities there are or 
ganizations similar to my own which 
can handle all of these services 
through a single office and provide an 
experienced ‘‘convention manager” o1 
supervisor to free the convention 
chairman or executive secretary from 
a myriad of extraneous detail. ‘The 
experience of these men in dealing 
with convention groups and_ hotel 
staffs can be a great help in eliminat 
ing the “crisis a minute’ atmosphere 
which prevails at many convention 
headquarters. 

It is true that luncheons, banquets, 
and other similar functions are an 
important and necessary part of most 
meetings, and I certainly do not ad 
vocate their elimination or curtail 
ment. However, I do advocate the 
elimination of the trend toward 
“cockeyed convention budgets,”’ in 
which too small a percentage of the 
funds available are earmarked for 
services directly connected with the 
efficient conduct of business. 

Bill Austin 
Bill Austin Services 
National Press Building 
Washington, D. C. 
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STAFFED BY EXPERTS 


| THE COMPLETE 
SALES MEETING SERVICE 


Planning a sales meeting? Plan on Cellomatic 
the one Meeting Service that offers you 


every form of visual presentation! 


Script @ Direction ® Production © Staging @ Slides ® Carbon 
Arc Projection @ Strip Film ® Motion Pictures . . . and that big 
plus — CELLOMATIC PROJECTION! The only animated slide 
projector available. Imagine the animation of motion pictures on 
a slide budget. You must see it to believe it! 


You are cordially invited to visit any of our 
three offices for a personal demonstration. 


Literature on request 


CELLOMATIC CORPORATION 


NEW YORK CHICAGO 
756 SEVENTH AVE. 556 W. MONROE ST 


ROLLY /OOD 
7313 SANTA MONICA BLVD 


The Only Hotel in New York 
With A Little Theatre 


Perfect for Your Sales Meeting 


(] - AME FLOOR PLAN 
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Hotel Corporation 
of America 


A. M. SONNABEND, President 


7. 
A select group 
of the nation’s 
finest hotels 


Superbly equipped 
and staffed to provide the 
most complete Convention 
Service to be found in 


America. 


NEW YORK 


Hotel Roosevelt 


WASHINGTON 


The Mayflower 


CLEVELAND 


Hotel Cleveland 


CHICAGO 


Edgewater Beach Hotel 


BOSTON 
Somerset Hotel 


Write Harold J. LaFrenere 
for complete information, 


Edgewater Beach Hotel, Chicago 


An exchange of anecdotes and 


facts to help a speaker spice 


his speech and make a_ point. 


Subject: LUCK 


Every man who holds a big job 
gets there through luck. All he has 
to do is cultivate a pleasing personal 
ity, make himself well-liked by others, 
sow seeds of kindness and good cheer 
wherever he goes, perform his work 
better than the “unlucky” man does 
render the most and best service pos 
sible regardless of the salary he is 
getting. Luck does the rest. 


Subject: PUBLICITY 


Orville Wright was attending a 
dinner in Dayton and was berated by 
a friend for not taking up the chal 
lenge of the Smithsonian Institute 
that it was Langley, not the Wrights, 
who flew the first plane. 

“The trouble with you, Orville,” 
said his friend, “is that you don't 
assert yourself; you don’t do enough 
to publicize what 
plished.” 

“My friend,” Orville replied, “the 
best talker, and the worst flyer, among 
the birds is the parrot.”’ 


’ 
you ve accom 


Subject: ERROR 


Department of Internal Revenue 
received a typed income-tax return 
from a bachelor who listed one de 
pendent son. “The examiner returned 
the blank with a penciled notation: 
‘This must be a stenographic error.” 

The blank came back promptly 
with the notation: “You're telling 
me!” 


Subject: THE BOSS 


Employes can stop envying the 
boss. He may have more worldly pos 
sessions, but is likely to have less time 
in this world to enjoy them. Ac 
cording to statistics put forth by 
Metropolitan Life Insurance Co., the 
manager of a business has 100% less 
life expectancy than his employes. 


Subject: CREATIVE MERCHANDISING 

A cigar store proprietor was wor- 
ried. His competitor was attracting 
crowds to his window by employing 
a vivacious Spanish girl to sit in it 
and roll cigars, meanwhile “giving 
the eye” to the boys outside. 

The first cigar store proprietor hit 
upon an idea. Next morning a 
blonde was rolling cigars in his win- 
dow—but her back was to the street. 
Soon a large crowd gathered—but 
this time inside the store. 


Subject: TAKING CREDIT 


‘Too often, people are prone to take 
credit for an undertaking that is suc 
cessful through the effort of many. 
It was the case of the flea who walked 
side by side with the elephant. After 
walking over a small bridge, the flea 
said to the elephant, “Boy, we sure 
did shake that thing.” 


Subject: ECONOMISTS 


An economist is a man who knows 
more about money than the people 
who have it know. If all the econo 
mists were laid end to end, they'd still 
point in all directions. 


Subject: SUCCESS 


J. G. Holland has said: “Every 
man who can be a first-rate something 
as every man who is a man at all 
has no right to be a fifth-rate some 
thing;. for a fifth-rate something is 

no better than a first-rate nothing. 


Subject: IDENTITY 


A small girl whose father is a 
judge would often say she was Judge 
Sadler’s daughter when someone asked 
her name. Her mother, thinking this 
might sound snobbish, told her not to 
make that sort of reply, but simpl 
to say that she was Sue Sadler. 

Later someone asked her if she 
was Judge Sadler’s daughter. She 
replied, “Well, I thought I was, but 
mother says not.” 
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BIG NEW? FOR EXHIBIT 


Ship Displays UNCRATED 
via North American Padded Vans! COMPANY-TRAINED DRIVERS 
ASSURE FAST, SAFE SERVICE 


Save time, trouble, expense Ship your displays—uncrated—via North 
American padded vans! Displays arrive on time; over $1500 worth of 
protective equipment assures safe “‘factory-fresh” arrival 

North American service gives door-to-door delivery eliminates local 
drayage ... provides storage facilities—and exhibits can be routed from 
one show to another on fast, tight schedules. Call your local North Ameri 


can agent, or write for Free Display Moving Brochure 


WORLD-WIDE SERVICE 
via LAND, GEA, AIR 


Over 1100 local North American agents pro North American Exhibit Disp! 
vide dependable exhibit display service at assures maintaining of set s 


oth origin and destination touring exhibits, too! 


NORTH AMERICAN VAN LINES, INC. + World Headquarters: Fort Wayne 1, Ind. 


HERMAN C. NOLEN, President 
McKesson & Robbins, Inc 
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H. BRUCE PALMER, President 
Mutual Benefit Life Insurance Co 
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JUDSON 8S. SAYRE, President 
Norge Div., Borg-Warner Corp 


THEY GIVE THEIR IDEAS TO TRAIN YOUR MEN 


These and 11 more of America’s greatest sales stars share the know-how that brought them success. 


See how they get in...make demonstrations...overcome objections...make the close and get the order. 


Six half-hour film units, priced low to fit your company training program. Get one or all. The coupon 


makes it easy for you to act now. 
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